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Correspondence Instruction 
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MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 








J. R. PALMENBERG’S SONS, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


89 WEST THIRD STREET 





MILEO’S NEW LINE OF MANNEQUINS 


Will either sit or stand—-Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 








EINSON-FREEMAN CoO., Inc. 


Lithograpked Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 








THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
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Edward S. Arkow, display director, 
Steinbach Co., Asbury Park, N. J., 
again leads the display parade with 
this smart display of “beach fashions 
for Kiddies.” The “line” formation, 
or the parallel placement of merchan- 
dise in a window, has been followed. 
Five figures are used, each one an 
action pose. The background is of 
white cut-out wave-shaped panels. 
Three cut-out sea gulls are used 
against the regular window back- 
ground. The color scheme for the dis- 
play is: Regular window hackground 
sea green, white waves, tan flooring. 
The merchandise is orange and white, 
and blue and green. 
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a Dt 3 is proving that but few displaymen were 


immune to “display stagnation.” 1933 is 
proving that display will survive, but that it will be a “‘dis- 
play of a new order.” 1933 is proving that it takes “display 
courage” to prove display, and that the displaymen capable of 
the “display courage’? found only in true, practical, modern, 
effective, productive display knowledge, are few and far apart. 
... How can YOU obtain “display courage?’’ We have been 
told by many of America’s display leaders that The WINDOW 
DISPLAY MANUAL is a criterion of “display courage,” but 
you must find that out for yourself. 


ESTABLISHES DISPLAY COURAGE! 








THE 
Window Display Manual 











.... “I would recommend The WINDOW DISPLAY 
MANUAL as an ideal textbook for the beginner .... 
at the same time realizing that ‘many old-timers could 
more firmly establish the courage of their convictions’ 
by a study of its pages.” 

CARL H. SHANK. 


IS TRUTHFUL AND EDUCATIONAL! 








THE 
Window Display Manual 











.... “The MANUAL is a real find. The contents ‘is 
truthful and educational.’ I not only recommend it to 
the display profession, but to every business man who 
considers window displays an important factor in 
modern merchandising.” 


E. R. DEAN. 


IS THE DISPLAYMAN'S BEST BOOK! 











THE 
Window Display Manual 














.... “The MANUAL shows, step by step, the process 
of properly presenting merchandise in display windows. 
All in all, I would say, The WINDOW DISPLAY 
MANUAL ‘is the best book I have seen prepared for 
educating and assisting displaymen’.” 

CARL V. HAECKER. 


IS A BOOK WHICH MUST BE READ! 





Per Copy 
Postpaid 


.... “I have read The WINDOW DISPLAY 
MANUAL from cover to cover. It is a wonderful book, 
and I feel that every displayman should have a copy 
of it. ‘It is a book which must be read to be ap- 
preciated’.” 

A, J. ROEDER. 








A Combined Text and Reference Book, Complete in Text—90,000 Words 
—More than 450 Illustrations—Attractive, DeLuxe Cloth Binding— 
Will Prove Value on Sight. 

DISPLAY WORLD, Cincinnati, Ohio. 

Gentlemen: 

Enclosed find money order for $5.00 for one copy of The Display 
Manual, by Jack T. Chord. Ship at once to 


SPECIAL COMBINATION OFFER—By adding $2.00 to the price of 
the book, total $7.00, we will include subscription to DISPLAY 
WORLD, ‘either new, renewal or extension, a cash saving of $1.00. 
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A NEW LEADER IN VALUE | 
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A NEW 


Advertising and Display 


*"Follow Thru” 


By J. J. SULLIVAN 
Manager, Store Display Fixture Department 
Carson, Pirie, Scott & Co., Wholesale, Chicago 


“ 

To SELL merchandise, display it,” has been a fundamental 
law since the early days of civilization, and whether you 
realize it or not, windows and interior displays have become 
the advertising pages of business. How a store takes ad- 
vantage of this available space, depends on the individual 
store. 

Most merchants do a very fine job of promoting sales 
through the medium of newspaper ads, radiv, special circulars 
and other forms of advertising, but fail to follow through at 
one of the most important points where sales can be increased 
advantageously—his show windows. 

The waste of money expended on display materials has 


been exceeded only by waste in other forms of advertising, 
and this is because more money has been spent on these 
other mediums. The principal reason for display waste has 
been lack of plan. The average display operation has been 
a matter of jumping rapidly from one beautiful, artistic 
creation to another; each effort beginning from a standing 
start, because it has no part or parcel of the efforts pre- 
ceding. No definite style has been established and the public 
at best can be impressed. only by the inventive genius of 
the displayman and the financial capacity of the merchant. 

The common weakness of window display is the lack 
of.a selling story to accompany a clean-cut presentation of 
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ST SHADES FOR EVERY COSTUME 


—Posters carrying proper Sales Mes- 
sages are more valuable on ledges 
than merchandise. Use them and 
save hundreds of dollars in mark- 
downs on damaged goods— 


—The “Crusader Shirt” poster and display shown 
on the preceding page suggest the effectiveness 
of a direct tie-up of poster and window display— 
a reverse of the silhouette is used on the win- 
dow background. Definite merchandise copy 
completes the background story. Simplicity of 
display presentation is evident— 


the merchandise. If there is a legitimate reason for a sell- 
ing story in newspaper advertising and on the sales floor, 
then there is just as sound a reason for a sales story in a 
display window. Heretofore, this one strong selling feature 
has been too frequently ignored in window display. Mer- 
chants and displaymen are rapidly learning that a selling 
story in legible copy, and a clean presentation of merchan- 
dise, does not prevent the display from being “smart.” Con- 
trary to this belief, a display can be smart only when these 
essentials are incorporated in window displays. 

Today’s rushing tempo makes windows that do not talk 
practically useless. Few displaymen in planning display 
cards for their windows have seriously considered the fact 





<2) & 


—The “Bobolink” hosiery poster sug- 

gests the use of a similar design for 

the window display. Continuity is 

secured by the use of such display 
effects— 


—Study the windows reproduced with this article 
on display, and note the smart selling copy, and 
the simplicity of the displays. Carson, Pirie, 
Scott & Company, Wholesale, is equipped to fur- 
nish you with full information regarding the 
adaption of this method of posterized display to 
your individual store. Write Mr. Sullivan for 
full details— 


that 80 per cent of the people who pass the average store are 
in vehicles on the street, or are pedestrians on the opposite 
side of the street. This 80 per cent represents people who 
are less likely to be aware of the store, or its offerings, than 
those immediately in front of the establishment. Surely, then 
it is equally important that the message be projected to them. 
Today’s windows must not only illustrate merchandise, but 
must talk and sell merchandise, because people will no longer 
stop and listen—they simply try to grasp everything as they 
pass by. . 

Carson, Pirie, Scott & Company, wholesale, believe it their 
duty today to demonstrate to the merchant how he can sell 
more merchandise through intelligent display. Therefore, 
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they recommend that every store, regardless of size, should 
follow some sort of plan when carrying out its advertising 
and display program. 

For example—practically everyone has heard of the “fol- 
low through” stroke used by golfers to put the proper drive 
and push behind the ball. The same holds true in advertis- 
ing display. If a merchant is to put the proper drive and push 
behind his merchandise he must follow through. Their sug- 
gested display plan, called “Follow Through,” is based on the 
belief that the displays are constructed to create sales and 
build prestige for the store and the advertised products it 
carries. 


The reason for this plan is to provide a practical means 
whereby a merchant may present merchandise to the public 
in a manner which will enhance its value and leave no “whys” 
or “whats” in the customer’s mind. It enables the merchant 
to consider his window space in the same light as advertis- 
ing space. 

It is their belief that one of the best principles of sales- 
manship in this busy age is a direct, frank statement of facts. 
It is not believed that the public has the time and patience to 
be intrigued by indirect or subtle presentations of facts or 
objects. 


From a mechanical standpoint the plan consists of a mer- 
chant equipping his display department with plain fabric- 
covered panels and forms, which are built to definite unit 
measurements. These properties are moved at will and so 
set that they form interesting settings and, more important, 
backgrounds that fit the particular display of the moment. 
On the plain surface of this setting, the message is placed 
with felt letters. Felt letters are recommended because no 
tacks, pins or adhesives are needed when using proper back- 
grounds. Simply put the letters in place, line them up with a 
straight edge, press down flat, and they stay, yet lift off read- 
ily and quickly. At any time, an entirely new message can 
be arranged at no extra cost, waste or delay. The merchan- 
dise is then placed in front of this plain, neutral background. 
Embellishments may be added, if desired, in the form of col- 
ored felt appliques. In short, the result is no different than 
that which an ad man or artist would accomplish with a 
colored billboard. 


Further, the plan allows for a brilliant, constantly chang- 
ing store front, filled with interesting facts about the store 
and the merchandise. It permits the ad artist to take an 
active part in planning the art settings, because with the prop- 
erties and supplies on hand it is entirely practical to consider 
displays both in windows and interiors just as other adver- 
tising space. This will insure a tie-up between ads, whether 
they be national, local newspaper, or direct mail circulariza- 
tion, and the windows. In other words, this is the “missing 
link” so long sought after by advertising and display directors. 


“If a bird in the hand is worth two in the bush,” then cer- 
tainly a customer inside the store is worth a dozen on the 
outside. To allow such a customer to leave the store after 
buying only the item that brought her in, is to throw away a 
golden opportunity—an opportunity to serve her better and 
at the same time to increase your own profit. 

With the “Follow Through” set-up, consisting of panels 
and letters, you have the ideal materials for making up inte- 
rior displays. The walls, aisles, and post columns of your 
store represent “preferred advertising space” that possesses 
a genuine cash value. Felt letters help make the most of 
this space by bringing your merchandise to the notice of 
customers at a time when they are in a mood to buy. These 
letters announce special events, emphasize bargains, and call 
attention to the departments that you wish to build up. These 
(Continued on page 32) 
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—The “Stalwart” shoe display suggests a simple method 

of decoration for the presentation of this merchandise. 

A modern shoe display does not require countless shoe 
fixtures if this method of display is followed— 








—The caption of this display contains a hidden message 
for displaymen. Wherever smart displays are merchan- 
dised, you will see the geometrical placement of mer- 
chandise followed. Study that display technique, here— 
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12. GUARANTEED TO GIVE SATISFACTION 








—The use of background panels and floor plaques or 
platforms simplifies the presentation of merchandise in 
these Carson, Pirie, Scott displays. Follow these sug- 
gestions for displays and improve your store front— 
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What Fas Happened Io 


One Store 


By T. R. JONES 
Mearick-Ames, Inc. 
Dayton, Ohio 


Tue people of Dayton and the Miami Valley are talking 
these days of the wonderful change that has recently taken 
place at Mearick-Ames, Inc., formerly Mearick’s. For thirty- 
eight years, Mearick’s have clothed Dayton women, and have 
been noted for reliable service and high fashion standards. 
The store under its new name is in perfect accord with the 
policies of the old. Improvements have been made and still 
are being made tkat are filling Daytonians with wonderment. 

The entire store was completely remodeled. On the sec- 
ond, or dress floor, old, antiquated cases that so successfully 
served in bygone days were converted into modern ones. New 
drapes of cream color filter the daylight which falls upon new 
floor coverings of soft green and cases of ivory. Brightly 
colored merchandise is displayed in a spick and span manner 
and a cheery, inviting atmosphere has been created. The 
third floor, which houses the coat and millinery departments, 
was treated in much the same manner. 

But, the new window displays under the new incorporation 
have probably done more to attract favorable comment and 
goodwill than any other single effort. 

The opening of the first remodeled unit took place on 
April 20, and displays for this event sprung to life almost 
over night. New semi-permanent backgrounds of modern 
trend and desigh gléamed under increased illumination. Felt 
in two closely related shades of buff stretched ever so tight 
over panels covered the old backgrounds in their entirety. 
Rich brown carpet of not too dark a color covered the floors. 


Modern moulding of the same shade with the store mono- 
gram in relief in the center of each window completed the 
striking simple settings. 

For this first opening, the Main Street windows carried 
the store monogram in the center of each doorway. The 
Island window carried the felt background on which was 
mounted a huge photostatic enlargement of the newspaper an- 
nouncement of the opening of the old store under the new 
rame. Each side of the announcement was banked with ferns 
and palms balanced with a pair of torchierres. Authentic 
pieces of court jewelry were strikingly displayed in the fore- 
ground with a mannequin wearing Patou’s “Garland of Roses” 
model. An open copy of Vogue, illustrating this creation, was 
displayed on the floor. 

The corner window displayed mannequins in evening 
gowns of pastel colors. A huge vase of snapdragons carrying 
out the color scheme of the gowns was the only decorative 
note in this window. 

The Second Street windows showed costumes for sports, 
street and afternoon. The windows were all trimmed very 
light. Special attention was given to detail and proper co- 
ordination of fashion accessories. 

Mearick-Ames fortunately has the only corner window in 
Dayton and has been able since the opening to have some 
very interesting displays. Following close upon the heels of 
the opening windows a feature golf window created much 
attention. For this display, gay-colored awnings were used 
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over doorways and cut-out letters were mounted in relief 
on the backgrounds carrying the following messages, “Get 
Out Where the Pavement Ends” and “Country Air and Sun- 
shine Are Calling.” The floor was completely covered with 
grass. Old hickory furniture was used and mannequins were 
grouped about the table which held magazines, iced drinks 
and a large vase of apple blossoms. Ferns, golf clubs, tennis 
racquets and a bull pup added to the general outdoor atmos- 
phere. The weather was fine for several days following the 
unveiling of the display, and many sports clothes were sold 
either from or directly out of the window. 

The following week, contact was made with Wurlitzer 
Piano Company and a grand piana was secured. The gen- 
eral theme of this display was a formal drawing room. 
Oriental rugs, console tables, mirrors, art objects and real 
cut flowers served to create the desired setting. One manne- 
quin in a lace evening dress was seated gracefully at the 
piano. Others were grouped around in a natural manner. 
The window from the word go was an attention-getter, not 
because it was particularly unusual but because of the clean- 
cut, dignified manner in which this display stood out. Much 
comment was heard and several evening gowns were sold out 
of the window. Photographs with a very nice write-up ran 
in the evening papers. 

After learning that the public had come to expect some- 
thing a little unusual from this window, it was decided to go 


—The simpicity of modern, Con- 
tinental display art is exemplified 
in the three window displays 
shown with this article. Conti- 
nental window display art will 
prove a great boon to the display- 
man that keeps both feet securely 
on the ground. He must experi- 
ment very slowly, and always 
have a very definite idea of where 
his displays are going— 


—The background for the milli- 
nery display was also in two tones 
of tan felt. The cubes were cov- 
ered with matching felt. The 
background drawing was sketched 
on tan felt, bright-colored chalks 
were used. This display is repre- 
sentative of an entire millinery 
front as merchandised by Mearick- 
Ames, Inc. Each window was 
worked out in one color— 


—The display background for the 
shoe display was in two tones of 
tan felt. The shelves and racks 
on the background were painted 
a flat, bright, burnt orange edged 
with canary yellow. The display 
cubes were covered with burnt 
orange felt, and edged with gold 
cellulose tape. Dark-colored shoes 
were used throughout the display— 
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the limit and see if an automobile could be used to advantage. 
Comment is still being heard about this display, as the car 
is still in the window. The three Chevrolet dealers in Dayton 
were approached as to whether they would care to spend $50 
in what Mearick-Ames believed to be unusual advertising. 
To get the car in the window necessitated the removal of one 
large section of glass. To remove and replace the glass twice 
with insurance to cover breakage, should any occur, would — 
cost about $50. The dealers were asked to split the cost, 
which they did gladly. ; 

Daytonians are wondering what will be shown at Mearick- 
Ames next. Some suggest an airplane, but airplanes are too 
large. It was even suggested by someone that a miniature 
locomotive be used to tie up with travel. Some suggestions 
are good, some impossible, but the value of the comments 
caused by windows of this type are of the greatest value. 

Little effort will be made at this time to have promotional 
windows. Window displays were originally intended to be 
something of beauty as well as to back up newspaper advertis- 
ing and sell merchandise. In the last year or so, when mer- 
chants have been wondering which way to turn, there has 
been a decided trend to display anything and everything in 
the windows that might bring in a dollar. Mearick-Ames 
believe that you can still bring in the dollar and still have 
attractive windows, and to date the public has backed them 
up in their belief. 
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A New Craze Is 
On Us? 


By FRANCIS D. GONDA 
Vice-President, Einson-Freeman Co., Inc. 


Long Island City, N. Y. 


Acain America is due for one of those pleasant manifesta- 
tions of mass insanity, that typical American institution—the 
nation-wide craze. It is a form a virulent contagion that 
periodically sweeps the country and has everyone talking 
Chinese symbols, or wearing Egyptian ones, consulting dic- 
tionaries or pursuing pills over fantastic obstacles. For the 
main perpetrators of the “jig-saw” plague, the Einson-Free- 
man Company of Long Island City, New York, are about 
to unloose upon us, by way of a number of alert national 
advertisers and several hundred thousand equally live re- 
tailers, another epidemic that bids fair to equal or even sur- 
pass the most feverish symptoms of the “jig-saw” rage. 

But perhaps it is hardly fair to speak of these crazes in 
terms of a plague or disease, since their effect is decidedly 
beneficial to the business life of the country. In jig-saw 
puzzles alone, some fifty or sixty million puzzles were dis- 
tributed as premiums by national and local advertisers. And 
when we consider that each one so distributed meant that 
one more unit of merchandise, of several times its value, 
had changed hands—that one more business transaction had 
speeded up the slowing machinery of commerce and trade— 
the influence of such apparent “trifles” on industry must be 
treated with considerably more respect. 

Now the country is to have a violent but beneficient seiz- 
ure, aided and abetted by the aforementioned specialists in 
current Crazes, Einson-Freeman, of an even more picturesque 
and outlandish promoter of national amusement—MASKS! 
Not only the homes of America, as in the case of jig-saw 
puzzles, but the streets and public places thereof will take 
on the aspect of a colorful carnival, a monumental and mul- 
titudinous Mardi Gras. 

These will not be the conventional and expensive accou- 
trements of costume balls, but cleverly contrived affairs of 
light and yet strong paper. There will be masks of the 
Gumps, Mutt and Jeff, and others grotesques of the comic 
strip folks and parties will resound with merriment over the 
antics of “Mickey Mouse,” “Our Gang,” and other hilarious 
cut-ups of the screen as Laurel and Hardy, Charlie Chase, 
and the redoubtable “Schnozzola.” Even the glamor of Hol- 
lywood will be invoked to transform its followers, for the 
evening, into the semblance of their glittering heroines and 
herees. 

This much is already assured, because such eminent ad- 
vertisers as Ovaltine, Listerine, Proctor & Gamble, Socony, 
Westinghouse, Ralston, Quaker Oats and others in equally 
diverse fields are to pour millions of masks on the market, 
practically simultaneously, this month. 

Usually, crazes are spontaneous affairs, due purely to 
chance or fortuitous accident. But this particular craze is 
no product of a mere whim of fate or popular fancy. Just 
as many of the important discoveries of science are more and 
more the result of a well-defined procedure of research, rather 


than of chance discovery, so the creation of a craze, with 


Einson-Freeman, is the result of careful analysis and a well- 
planned program laid out months in advance. 

“As a matter of fact,’ Mr. Einson stated, “we were al- 
ready preparing last fall for an easily foreseen change in 
national psychology, even while we were bending every effort 
to supply the demand for jig-saw puzzles.” 

The jig-saw puzzle, both as a premium and as a resale 
item, was planned to meet a vital need of depression psy- 
chology. It furnished a much-needed means of inexpensive 
home amusement—widely popular because it was within the 
mental scope of practically every person of every age. At 
the same time, it was sound psychology, because it encouraged 
a possibly despondent and downhearted person to be ready 
to meet more important problems, by inspiring a feeling of 
achievement at solving a minor problem—the mimic difficulty 
of the jig-saw puzzle. 

And because the temper of the times was not conducive 
to more boisterous forms of home amusement, the quiet con- 
centration required by the jig-saw puzzle ideally filled the 
need. In fact, the jig-saw puzzle has probably made a perma- 
nent place for itself among American homes for this reason. 

On the other hand, we felt that with the advent of the 
“New Deal” and the probable return of beer, a more hopeful, 
cheerful attitude would characterize the national state of 
mind, The general feeling of release from the oppression 
of uncertainty about the future would certainly encourage a 
freer, more genial atmosphere. And since people, both by 
habit and economic necessity, had become accustomed to tak- 
ing their pleasures at home, instead of “making whoopee” in 
the gilded night club and speakeasies of the lavish twenties, 
we simply had to seek for the most effective (and inexpen- 
sive) aid to home merrymaking. 

With this premise, the answer was almost automatic. 
What has been, from time immemorial, most closely asso- 
ciated with merrymaking, with the promotion of the carnival 
spirit? Obviously, it was the mask. 

From the children’s charivari at Hallowe’en to the elder’s 
frolics in the carnivals of Nice and Venice, and our own 
Mardi Gras at New Orleans, it has been an inseparable ad- 
junct and stimulant to hilarity. The idea of the mask as a 
premium or advertising give-away further commended itself 
because, after some experimentation, a most inexpensive form 
of paper mask was evolved, costing a trifling sum per unit 
in a large quantity. After the physical form and construction 
was worked out, it remained to determine the even more im- 
portant phase of what subjects would be likely to have the 
greatest popularity and “pulling power.” 

The Gallup survey of reader interest in various features 
of the newspapers had just brought out the interesting fact 
that 30 per cent more adults read the comic pages than the 
main news Section, while children confine their interest ex- 
clusively to the doings of these modern successors to the 
fairy tale. 
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These, of course, were purely imaginary characters. But 
there was a set of actual, living persons who constituted the 
present-day heroes of children and grown-ups alike—the 
almost legendary personalities of the screen. These two 
groups constituted the two major classifications of subjects 
for masks and we set about systematically to cover both fields, 
as well as the fields of sport, radio and music. 

Exclusive contracts were made with every major news- 
paper syndicate and every motion picture concern of any im- 
portance for the production of masks. In fact, a special 
emissary was sent to the capital of the screen world, Holly- 
wood, for this purpose. 

Then tests were made—tests of actual masks, by adver- 
tisers who actually intended to use them, through the retail 
outlet under the very conditions that distribution was to be 
effected, and although the specific figures of these tests are 
confidential, the results were fully as amazing as the first 
tests of the jig-saw puzzle premium. At any rate, they were 
convincing enough to cause several of America’s most suc- 
cessful advertisers to sponsor the idea, to the tune of millions 
upon millions of masks. 

From all of which it appears that a major craze is now in 
a fair way to be launched, to add to the sum total of happi- 
ness in America, to turn the wheels of commerce a little 
faster, to speed up business recovery; and not only to make 
many more homes merry, but to provide a substantial basis 
for their happiness. 


me ae 


McMULLEN CREDITED WITH 
DURAND DISPLAY 

Due to a copy reading error, L. A. McMullen, display 
director, Eastern Outfitting Co. Portland, Oregon, was 
credited with the bridal display that appeared on page 3 of 
the June issue of DISPLAY WORLD. That display was 
designed and installed by Paul Durand, display director, Olds, 
Wortman and King, Portland, Oregon, and appeared in an 
Olds, Wortman and King window. 





HAMLIN AT SEIDENBACH’S 

Paul Hamlin, formerly display manager for Oransky’s, 
Des Moines, Iowa, and recently confined at the Fitzsimons 
General Hospital, Denver, Colo., has fully recovered and 
accepted the position of display manager for Seidenbach’s, 
Tulsa, Okla. 





MEYER COPS 
CASH PRIZE 

M. H. Meyer, Meyer Display Service, St. Joseph, Mo., was 
awarded the first prize for a float in the “Billion Dollar Baby 
Parade,” sponsored by the Police Benefit Association of that 
city. The entry was in the Unique Class and carried with it 
the largest cash prize awarded for this event. The float was 
in the shape of an airplane, was constructed almost entirely 
of crepe paper, and nosed out other entries elaborately decor- 
ated with floral decorations. It went through the entire event 
without damage, showing the practicability of crepe paper 
for this purpose. 





DAILY’S SON ENTERS FIRM 

Word has been received from Dayton, Ohio, that Robert E. 
Daily, son of Bert L. Daily, was recently taken into his 
father’s establishment. The firm of Bert L. Daily, Inc., was 
founded just twenty-three years ago and has grown to real 
prominence in the realm of sign writers’ and artists’ supplies. 
Young Mr. Daily intends to work from the “ground up” in 
learning his father’s business. He is beginning by working as 
a salesman in the Dayton store of Bert L. Daily, Inc. Here 
he will meet sign and displaymen and it is hoped by associa- 
tion with them wili learn their many needs and problems. 
When interviewed concerning his son, Bert L. Daily is 


DISPLAY WORLD 














—This counter display was used by The 
Wander Company to advertise the Orphan 
Annie Mask and Ovaltine deal at the “Point- 
of-Sale.” The mask is bent in a half-round 
effect which gives a distinct air of realism. 
The mask and display was designed and pro- 
duced by the Einson-Freeman Co.— 


quoted as saying: “I can think of no better way for my son 
to gather that essential knowledge of the sign trade than by 
intimate daily contact with its members. In the short time 
he has been engaged in this work he has shown a remarkable 
aptitude, and I feel certain that he will prove a great help to 
me in years to come. It has always been my policy to live 
quite close to my customers. I have watched for their every 
need and have tried to supply it. I have always attempted to 
find means for bettering the methods of sign men and making 
their profession more profitable. This policy I am passing 
on to my son and feel certain that in so doing the Daily 
establishment will go on for generations to come, always 
proving itself a true friend to the sign man.” 


EMPORIUM DISPLAY HEAD AND 
N. Y. BUYER WED 

Miss Annaruthe Cooper, New York buyer for the Col- 
legienne Shop, of The Emporium, San Francisco, Calif., and 
Walter W. Rowley, display director of The Emporium, were 
married in New York late in June, and sailed for a four- 
months’ trip to Europe. Mr. Rowley, it is understood, will 
combine the business of selecting Christmas decorations for 
The Emporium with his honeymoon. Miss Cooper has re- 
signed from The Emporium, 
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Tue background designs that appear with this issue of 
DISPLAY WORLD aren’t the most beautiful that have ap- 
peared in recent months, but we do think they are about the 
most practical designs that we have suggested. The back- 
ground suggestions are very simple in design, construction, 
and idea; the unit- display of blankets very interesting and 
appropriate; the two ensemble designs very smart. As you 
are probably more interested in the actual displays, here they 
are. 
CONSIDER YOUR FALL FURS 

Most fall fur sale displays are either very elaborate, or 
else no attempt is made at all to change the character of the 
window background for this important sale event. Our simple 
suggestion for that event this fall results in a white back- 
ground, black window floor and ends—or the window floor 
and ends of the window worked out in the colors featured 
in the furs, brown, tan, grey. The foreground of the back- 
ground design would resemble ice, and would be worked out 
in white, blue, and rainbow hues of reflected sunlight, or like 
the window floor and ends of the window, this part of the 
background design could be worked out in light shades of 
featured furs. The design of the bear can be changed to 


feature the fur displayed in the window—mink, squirrel, fox, 
etc. 
TIME TO PICK THEM OUT 

We seem to like to feature background designs for infants 
wear displays—perhaps this is because so little originality is 
| this display 


shown in displays for this type merch 

we suggest the new infant giving t Sgt it be 
the “once-over,” with Dr. Stork ge 
picking out the father and mothg@r, or the 
timeliness to select the all-impdrtant layfgtte, 
other items for baby. The back aes can Be d 
black on which the white, pink, an 







be worked out in white, pink, blue, yellow, ora 
brown. We suggest an angular arrangement for 
ground, although this feature can be eliminated.if desi > 
BACK TO SCHOOL 

It won’t be necessary to say very much about this ensemble 
panel. It would be featured in “Back To School” displays. 
The figures would be cut out, and could be produced in sil- 
houette, or with painted costumes. One or more background 
reliefs could be used. 
BLANKETS 

This interesting blanket display could be confined to a unit 
window, or could be developed into a full-sized display. The 
entire background would featura a home scene, with the maid 
making up a bed with one of the featured blankets. The 
background design can be so constructed that a real blanket 
can be used. The tall uprights at each side of the unit are 
tee displayers for the merchandising of blankets. Three or 
more blankets would be displayed on each side of the display 
—the number depending upon the height of the window, and 
upon the method of display. Rolls of blankets as well as 
stacks of blankets would be used on the window floor. 
MOVING DAYS 

Fall finds the busy housewife’s thoughts turning to “Mov- 
ing Days” or to “House Cleaning Days.” This ensemble 
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panel could be developed with either thought in mind, and it 
would be featured in displays of furniture or equipment for 
house cleaning. The figure, as well as the copy, would be 
worked out in one relief. 
SCHOOL IS HERE 

We couldn’t have a real July issue if we didn’t feature 
some display idea for “School.” The idea makes use of the 
old, symbolic Owl. This “wise old bird” appears at the top 
of three merchandise displayer steps on which school mer- 
chandise or supplies would be shown. At the side of the win- 
dow are four shelves for the display of school accessories or 
school supplies. This display can be so developed to include 
clothing or ready-to-wear for either little brother and sister 
or big brother and sister. The display can be developed in 
modern colors, or, better still, develop the background in the 
colors of your leading school, with the darker color forming 
the background, floor, and copy, the lighter color forming the 
owl, the shelves and any other incidental decoration. 
FIXTURE SET-UPS 

We have only thought it necessary to include two of the 
fixture set-ups; the set-up for the “Fur” display, and the 
set-up for the “School” display. We haven’t included the 
set-up for the infants display because it would feature small 
items, most of which would either be fastened to the window 
background proper or displayed flat on the window floor. 
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Continental Design 





==—hhe New Sales Medium 


By ROBERT F. BOLTON 
Robert F. Bolton Displays & Exhibits 
New York City 


Tuer INFLUENCE of Continental design on American 
window display is an influence of simplicity, which is as it 
should be. Most American advertising in windows and ex- 
hibits is meaningless and ineffective by virtue of its con- 
fusion of design—if such it may be called. There is a great 
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lack of taste in color in American window displays; the jam- 
ming into the window of altogether too many things, with 
each thing striving vainly for attention, but because of the 
mass, nothing is seen by itself. 

Any window display design, to do its job properly—which 
is to attract attention—must be effective, and certainly noth- 
ing is effective that is confused. European designers were 
the first to put this idea into practice, and thus came the 
Continental type of design. Many American designers knew 
this and tried to put it across with the merchants, but they 
were always balked by some sales department which was 
suffering from the delusion that they understood display 
but which not having the barest idea of good taste, insisted 
on cluttering things up. 

Progress has been made in late years only because of the 
constant progressive work of designers and display directors 
who understand their jobs. 

This one dominant idea of effective simplicity must be 
carried through in all of the elements that go into a display. 
If copy is introduced it must have a very simple, eye-arrest- 
ing heading, and if more wording is needed to properly tell 
the story it must be smaller in size, if possible, condensed 
on one focal point, and very brief. 

The design of the background or set itself must be com- 
posed around the article displayed. In other words, an effec- 
tive set-up can only be achieved if we start the design with 
the appliances exhibited and build around them. All direc- 
tional lines introduced must glorify and enhance the thing 
exhibited. The color of the background should be such as to 


—The display copy for this “Automatic Heat” 
window is so arranged that the eye grasps 
the “utility” and the message almost instan- 
taneously. This is a splendid example of the 
power of Continental display simplicity— 


—The introduction of figures in the utility 

display enables the observer to sometimes 

grasp the significance of the product without 

reading the copy. As, in this display, “Just 
Three Feet Wide”’— 
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bring out the beauty of the merchandise. Combining these 
elements of design and color properly results in an effective 
and tasteful set up which in itself will be attention-com- 
pelling. 

The buying public, for whom, in the final analysis, the 
display is made, will respond to effectiveness in window dis- 
play. Designs to be eye-appealing and arresting should be 
unsymmetrical, in the placement of the things exhibited, but, 
of course, should not be extremely bizarre in the unbalanced 
quality unless a very temporary and quick attention-getting 
value is desired. 

Certain things have “eye appeal” in themselves, such as 
women’s apparel. These can be exhibited in tasteful sur- 
roundings with a view to implanting in the potential pur- 
chasers’ mind the idea of gaining the same effectiveness when 
worn as when exhibited. This “vanity appeal” is a very 
potent sales point. 

Other things, not beautific in themselves, such as house- 
hold appliances, must be exhibited with some different 
thought in mind, as, for instance, the advantages to be gained 
by the possession of the article. These might be saving of 
time, thus permitting more time for leisure and recreation; 
the saving of money; the healthful advantages to be gained 
by the new way of performing a certain function, and many 
others. Caution should always be maintained in the presen- 
tation of more than one idea at a time, as ideas the same as 
design, may become cluttered and ineffective by crowding. 

A novel and refreshing quality should be striven for at 
all times, especially in the presentation of a seasonal ar- 
rangement. If every window is done in green and red at 
Christmas time none of them will attract the desired notice 
because of their similarity. The public is more or less used 
to the exhibit of symbolic forms and colors for different 
seasons, and because of this will be startled into looking 
and giving their time and attention to a display which is a 
variation of the usual theme, and which is done in the un- 
orthodox manner. For example, how much more effective 
is a caricatured figure in certain displays than a realistic 
photographic rendering. 

Plastic sculptural notes should be introduced as often as 
possible to give form and depth to the display. This is done 
by the introduction of cut-outs of various shapes and plat- 
form arrangements properly lighted. They will do wonders 


—The utility display doesn’t depend entirely 

upon pretty colors and beautiful designs to 

“put a message across.” How much more 

powerful is the presentation of this message, 

“What! No Hot Water?” with the cut-out 
figures— 


—When the utility display combines beauty, 
utility, and copy, the finished window is 
always attractive. Such presentations are 
“good to look at,” and they usually “stop the 
customer,” and once the customer has been 
stopped, they “sell the idea”— 
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in bringing a displayed article to a focal point so that it may 
be seen at a glance. 

Where it is necessary to introduce a number of things of 
a like character but with slight variation such as shoes, these 
should be grouped together into forms which in themselves 
become a part of the design and make it easy and pleasant 
to look at and study. 

If a certain thing can be removed from the design without 
causing a definite loss it should be eliminated because it is 
contributing nothing to the effect and is “excess baggage.” 

This Continental method of designing has achieved its 
highest point of perfection in Germany, and probably has been 
realized and practiced more in this country than in any other. 
In the United States practically the only displays that are on 
a par with those of the aforementioned country are the dis- 
plays for department stores. However, we are far below 
them as a whole, being still in an evolutionary state and 
still having to fight bad taste and reactionary ways of doing 
things. 
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The Evils of 
‘Front Door Merchandisins” 


By E. PAUL BEHLES 
E. Paul Behles & Company, Store Architects 
Baltimore, Md. 


Mopern selling divides merchandise promotion into four 
classifications, to wit: (1) Promotion by merchandise; (2) 
promotion by printers’ ink; (3) promotion by store arrange- 
ment and atmosphere; (4) promotion by displays. 

Economics, fashion and competition change merchandising 
operations and promotion, continually. Aggressive and ef- 
ficient store promotion is a concerted, coordinated effort of 
all four promotional classifications in which store atmosphere 
should reflect a contemporary spirit. 

Yard goods, hose, and jewelry, the store’s selling pride 
of yesterday, is many a store’s sorest of sore spots today. 
Coats, suits and dresses, once the back-bone of profits, sur- 
renders profit for the glory of an artificial volume. Mark- 
down and promotion by printers’ ink, may relieve the pain, 
but not the cause. Volume by force is neither good business 
nor conducive to healthful conditions. 

Profit, is the acid proof of merchandising and today, 
more than ever, with a lower price range, “profit” in mer- 
chandising is dependent on a well distributed unit volume, 
son faster transactions, on quicker turnovers, on greater pro- 
duction power of inactive floor areas. Correct’store planning 
and atmosphere is the prerequisite to such operations. 


. 


The merchandising machinery of yesterday, represented 
by the store plan, merchandising arrangement, floor space 
and atmosphere is not only ineffective under these new con- 
ditions, but obviously defeats all other good qualities of mer- 
chandise promotion. Inefficient store arrangements inevitably 
leads to “Front Door Merchandising.” 

“Front door merchandising” is the concentrated selling 
effort along main aisles, between entrance doors and elevators 
and the concentrated selling effort on upper floors around the 
elevators. Unfortunately, such space seldom exceeds 8 per 
cent of the total floor area, and as a consequence, top-heavy 
operations are the natural sequence. We present a floor 
survey from three different stores with volume between three 
and five million, graphically illustrating the wasting of space: 

Store “A,” produces 80 per cent of volume in 48 per cent 
of floor space. 

Store “B,” produces 80 per cent of volume in 36 per cent 
of floor space. 

Store “C,” produces 71 per cent of volume in 26 per cent 
of floor space. 

In planning, it should be the object of creating a well 
distributed circulation of traffic throughout the entire floor 
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—The two window displays on these pages 
were decorated by George M. Allen, display 
director, Lebeck Bros., Nashville, Tenn., after 
E. Paul Behles had installed the window back- 
grounds. Both backgrounds, in fact the new 
backgrounds for the entire Lebeck Bros. front, 
were constructed of wallboard, celotex, La 
Taperstrine, wall canvas, oil cloth, silver 
paper, and other such window background 
properties and materials. The interesting and 
important fact is that Lebeck’s new window 
backgrounds were not expensive— 


—The background for the coat display was 
done in shades of buff and light: brown. The 
circle is blended from yellow to orange. The 
round pieces to the Jeft.and above the niche 
are silver. White oil cloth"thase, and black 
floor. The aa the silk display 
employs two shades of g on thé column, the 
circle being painted in Shade of \ordhid, sil- 
ver, black, and ivory being introdu¢ed in the 
display. Illumination’ is concealed -in\ top of 
circle, in column; in horizontal piece between 

circle and column _—_—si 

| he 
' ' mel 

area, to carry with it new life ahd volume’ to stagfated de- 
partments. Contemporary fashion’ merchafdise must high- 
light every nook and corner to assist staple or degenerating 
units. Ri 

In the larger stores, difficulty is often experienced in de- 
veloping those departments located in spaces along the side 
and rear walis, furthest from elevators or entrances. Obvi- 
ously, traffic does not perculate to such extreme points ex- 
cept by costly promotion, unless the merchandise is correctly 
related and emphasized. 

Rearrangement of aisles and merchandise is not, however, 
the complete solution of bringing action into inactive areas 
unless supported by “atmosphere” or “ selling punch.” Store 
planning or the operation of changing fixtures and merchan- 
dise from one location to another will often increase rather 


than help bad operating conditions unless such changes repre- 





sent a complete, well studied coordination of surrounding 
merchandise, aisles, tables and displays. 

When store operation and promotion takes a wider per- 
spective rather than a focus on “front door merchandising,” 
many losses will be converted into profits. 





Display Manufacturers 
Form Organization 


Tue Southern California Manufacturers of Display Equip- 
ment, including decorative flowers, jobbers of fabrics and 
kindred lines, has just been formed at a meeting at which a 
representative number of the display concerns in that section 
attended. Harry Silvers, Stern, Grossman & Silvers, Inc., 
Los Angeles, Calif., was elected chairman, and Bert A. Lan- 
ders, Bert A. Landers, Inc., Los Angeles, Calif., was elected 
secretary. 

This movement is in conformity to the National Industrial 
Recovery Act and it is the purpose of the new association to 
at once establish a code of fair competition, which will govern 
trade practices, increase wages and shorten working hours 
through the industry. 

The new association is anxious to cooperate with similar 
groups in other sections of the country and would not be 
averse to coordinating its plans with a similar movement 
national in scope. It is felt that the display industry needs 
some sort of control to eliminate the cut-throat competition 
and unsound business practices that have prevailed so long, 
with disastrous results not only to the manufacturers them- 
selves but to retailing in that creative effort has as a result 
been necessarily limited. It would seem likely that all con- 
cerns in any way identified with the display business would 
rally together and follow the lead of their western friends. 
The editor of DISPLAY WORLD would be glad to receive 
the reaction of the leaders in the display industry everywhere 
in regard to the need for immediate organization of this busi- 
ness on a national scale. 
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Continental Backgrounds 
Inspired By 
°°A Century of Progress’ 


By RAOUL AUTHIER 
Creator Designer, Studio Siegel 
New York City 


Even the most prosaic displayman and display designer 
must admit that the “Century of Progress” designs have little 
in common with conventional forms of modern American 
architectural design. Where, then, could this new art have 
been conceived? Some say Germany inspired this new art; 
others say France; still others say Sweden, and back up their 
assertion with, “When Sweden was invited to participate in 
the French exposition of modern and industrial arts in 1925 
and bidden to produce a modern pavilion or none at all. she 
startled all Europe with the last word in odd design. The 
same antic spirit broke forth again when a design for the 
Swedish pavilion at A Century of Progress came up for dis- 
cussion. The writer has not seen the Swedish pavilion, but 
those who are in the know say it is one of the most striking 
structures on the grounds.” 

We must admit that Continental design is reflected in the 
Century of Progress building designs to the highest extent. 
The modern presentation of all the different phases of indus- 
try has been brought up to the goal achieved by the Fair 
buildings themselves. Architects, artists, and engineers have 
shown their genius and skill, and have proven to the world 
that Continental art is the greatest architectural development 
of all times. The relation of merchandise through the influ- 
ence of this modern technique blends itself into the perfect 
ideal of window display. 

You will note in the top sketch reproduced on the opposite 
page, that the Carilleon tower of the Hall of Science has been 
used to exceptional advantage as a composition for a window 


—The Continental background design in the 
sketch at the top of the opposite page was 
inspired by the Carilleon tower of the Hall of 
Science, Century of Progress Fair. The dec- 
orative theme of this display is, of course, 
geometrical, certain relief from straight angles 


‘being secured in curved panels and circular 


decorative features— 


—The smart, modern Continental background 
design of the lower sketch on the opposite 
page was inspired by the architectural decora- 
tive design found on the Administration 
building, Century of Progress Fair. The 
decorative theme of the head is Egyptian, 
which, with the bold column effect at the left 
front, makes a window background display 
that is very different— 


display background. The architecture of this building is very 
strong and very different, and with the various panels added 
as a compliment, a truly smart background display results. 

Should a window display background be patterned after 
this display backgreund idea, the colors of the actual display 
could follow the colors used in the building. Should the 
displayman desire a setting more in keeping with fall mer- 
chandise, such colors as representative of that season could be 
used. You will notice in the illustration, from the height of 
the mannequin, that the proportion of the window display 
would be immense; however, the same idea could be carried 
out with a smaller type of window to exceptional advantage. 

The background inspiration used in the lower sketch was 
taken from the decorative treatment used on the exterior of 
the Administration building. This decoration featured an 
Egyptian head, which with the severe lines of modern art 
makes a really beautiful effect. | 

The usual background materials can be employed in the 
construction of these display backgrounds. Presswood, compo 
board, and similar materials can be used, while silver papers, 
metals, fabrics, luminous paint, and other such fabrics or 
materials will prove appropriate for decorative purposes. 





DISPLAY MATERIAL FEATURE OF INTER- 
NATIONALE SILVER ADVERTISING 


The retail silverware merchant, whether department store 
or jeweler, is scheduled for a pleasant surprise when he learns 
the extent to which the International Silver Company is plan- 
ning to cooperate with him this fall. In addition to an exten- 
sive consumer advertising program to bring customers to the 
retail store, the International Silver Company has a number 
of very definite and specific plans for help at the point of 
sales. 

Probably the most outstanding of these are new displays 
and containers. These features have been completely made 
over and represent the most up-to-date thinking of leading 
authorities in the display and packaging field. The new dis- 
plays in particular are extremely striking and effective. They 
reflect the high quality of all International products. They 
also serve to emphasize the skill and craftsmanship which 
goes into the production of International silverware which 
distinguishes it from the average volume or mass production 
merchandise. 

This action on the part of the world’s largest silversmiths 
is interesting evidence of the present-day tendency of manu- 
facturer and merchant to pull together, rather than in opposite 
directions. 
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Stvlie Ideas 
For Men’s Wear Displays 


By GORDON CLARE 
Lundquist-Lilly 
Seattle, Wash. 


We HAVE heard a lot cf talk about Continental displays, 
but we haven’t seen very many stores attempt this new display 
technique. I know of but few stores in the Pacific Northwest 
that have even tried to incorporate the most simple funda- 
mentals of this new decorative display in their displays. We 
have seen how this new technique of display has been em- 





ployed by national advertisers’ traveling displays, and it 
would be well for many displaymen to make a thorough study 
of the display techniaue employed by those displays. This 
new display technique is producing effective trims for the 
national advertiser; the national advertiser, by employing this 
new display technique, is increasing the sales of his product; 
why, then, shouldn’t the retail store use the same display 
technique? 

Personally, I am “sold” on this new display technique. I 
am attempting to develop it in every display that I create for 
my store. It is proving productive, and eventually I hope to 
develop and prove its maximum worth. The fact that Con- 
tinental displays when merchandised correctly do attract 
favorable attention can’t be denied. The fact that Continental 
displays afford the displayman even greater display variety 
and display latitude are readily admitted by the displayman 
that understands Continental principles and knows how to 
apply them in his display work; I sometimes believe that the 
displayman who condemns this new form of display does so 
because he does not recognize its true display value. 

I do not admit that these two displays represent true Con- 
tinental display technique, but they do resemble that tech- 
nique. The geometrical principle of “line formation” has been 
followed—although in true Continental displays straight or 
parallel lines are but one true formation of the use of geo- 
metrical lines in the placement of merchandise. In the 
“Pants” display I have really used two formations of the 
straight or parallel angle—the merchandise paralleling the 
window glass, and the merchandising paralleling the side of 
the window—the pants and the shoes on the top of the panel 
displayer, as well as the panel displayer, parallel the window 
glass; the shoes displayed on the shelves directly under. the 
bottom of the pants parallel the side of the window. 

In the display of clothing, I have again introduced parallel 


—The “style” display idea for this trim of 

slacks and shoes is just a little out of the 

ordinary. A low panel, through which open- 

ings have been cut, is used to display slacks; 

shoes are displayed on the top of the panel 

and on shelves. Appropriate copy tells the 
window story— 


—The idea back of this display of suits and 

shoes is, “A pair of $5.00 shoes free with every 

two-pants suit.” A novel shoe displayer, 

fastened to the upright of the clothing form, 

shows various shoe styles. Appropriate copy 

on the window background informs the cus- 
tomer of the event— 
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angles, with the shoes and clothing forms paralleling the 
window glass. The group of hats introduce an angle—the 
angle being a left angle inasmuch as the hats are displayed 
on the left center of the window and face to the left. Inci- 
dently, the angular placement of merchandise and fixtures are 
all explained in THE WINDOW DISPLAY MANUAL, pub- 
lished by DISPLAY WORLD. 

I would like to call to your attention an innovation of 
mine in regard to the shoe disp!ayers used in connection with 
the clothing forms. These displayers can be so arranged 
on the clothing form upright so as to display shoes, acces- 
sories or even pants. I call this fixture “The Ensembler,” 
and would welcome any inquiries about them. 





Riechers Service In 
Model Quarters 


ProsasBiy one of the best equipped display service com- 
panies in the country today is the Riechers Disp!ay Service, 
1918 Washington Avenue, St. Louis, Mo., having just recently 
moved into new and larger quarters at that address. It is a 
ground floor location with large modern show window, which 
is utilized for a display for the service that really is attractive 
and interesting. The interior is modern in design and makes 
an imposing appearance. The showroom has two model show 
windows, one medium size and the other much larger, so 
that the installation of displays may be set up to meet the 
requirements of any size window. This showroom is particu- 
larly attractive and has been equipped throughout in tune 
with the modern theme which prevails, 
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—The attractive showroom of the Riechers 

Display Service is one of the most attractive 

to be found throughout the installation indus- 

try. The decorative treatment is in the 
modern mode— 


In addition, there is a cozy private lounge and conference 
room and a particularly smart office for O. M. Riechers, man- 
ager. The studio and shop itself is as smart as the front 
quarters and is equipped with automatic jig saw and other 
labor-saving devices. In addition to installations for national 
advertisers, this company caters to special window displays, 
display decorations and backgrounds; in fact, there is no 
other company of its kind in St. Louis operating on such a 
complete scale. 











@The new decorative for = oe 
window displays, window @% © 
backgrounds, window panels 
and interior displays is the 
answer to your display prob- 
lems. It comes in rolls five 
feet wide by thirty feet long. 
It may also be supplied in 
thirty-inch widths. 


®Deco-Crepe is strong and 
rigid enough to stand up 
under any conditions. With 
care, it may be used re- 
peatedly. 


@Deco-Crepe comes in fifty 
beautiful colors and in bright 
gold and silver. It is so low 
in price that the most limited 
display appropriation will al- 
low more beautiful and color- 
ful windows with Deco-Crepe. 





@We are ready to give care- 
ful service. Our staff of ar- 
tists will be pleased to help 
solve your display problems 
with this wonderful new ma- 
terial. Write for detailed in- 
formation. 
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HARVE FERRILL, President and General Manager 
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“RED INK PROFITS” 

Some day in the future, perhaps, the world will be given 
in actual figures the sales profits made during these past few 
years by the manufacturers and merchandisers of “red ink.” 
We certainly acknowledge the scarcity of profits in most all 
businesses engaged in the production or resale of merchan- 
dise. The fact that profits have been very slim or lacking 
entirely cannot be denied, neither can we deny the visible evi- 
dence in most businesses made by this great “lack” of profits. 
We won’t attempt to enter into a discussion of these dis- 
couraging signals in general business, rather, we will confine 
our consideration to but one phase of retail business—display. 


SKELETON DISPLAY DEPARTMENTS 

So very many comparisons can and have been made of the 
great American public’s acceptance of a line of goods or a 
product after it has been cheapened, that we are amazed at 
most merchants’ evident lack of consideration for “Point-of- 
Sale” supremacy during depression periods. Why is it that 
when profits diminish the first budget to be cut is the already 
slim budget of display? The “war cry” of every retailer dur- 
ing depression times is to “keep up appearances,” but how 
can display appearances be maintained when display equip- 
ment is allowed to deteriorate? 

We know of countless instances where stores, as far back 
as 1930, eliminated display budgets entirely, and reduced dis- 
play staffs to mere skeletons. It goes without saying that 
these same stores expected the same efficiency from these 
skeleton departments that they had enjoyed when their display 
departments were operating efficiently. When efficiency is ex- 
pected, the organization must be prepared to pay for it. (No 
individual expects the same efficiency from a toy typewriter 
that is expected of an efficient machine.) 
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EXPERIENCE IS A GREAT TEACHER 

Experience is a greater teacher. Years of shrewd mer- 
chandising has taught every retailer, as it has taught every 
housewife, that a cheap garment will not, cannot, prove as 
efficient, as practical, or as serviceable as a piece of mer- 
chandise of excellent workmanship. So, today, when retailers 
and display heads expect, in fact, demand, quality efficiency 
in display, they must remember that they are not paying for 
that efficiency; and they must learn to be satisfied with that 
which their display staff is capable of producing. 

Surely you can’t expect the same efficiency from an in- 
experienced display assistant, who is probably making $15.00 
or less a week, that you had learned to enjoy from an assist- 
ant in “pre-depression” days—from an assistant that really 
“knew” display. We are not saying that many display assist- 
ants drafted into service during “wage-cutting” days will not 
make good displaymen; but we are saying that you cannot 
develop an efficient displayman in three or even six years. 
Service under one display head is usually not very broad. 


A QUESTION OF BACKGROUNDS 

When will the good old days of Spring Openings, Fall 
Openings, and Special Christmas Displays return? Such 
events must belong to the age of prosperity, and to the stores 
really appreciating the value of “Point-of-Sale” displays. It 
is true that many stores are still continuing this aggressive 
display practice, but all too many stores and too many dis- 
playmen have developed the complex that it is quite possible 
to do an effective display job without making any background 
changes at all—or to make very few changes. We have come 
to believe that these displaymen and merchants are using this 
method of defending diminishing display budgets. It is cer- 
tain that these same stores would never sanction this same 
stagnation were this inactivity to be applied to advertising. 
But, perhaps, this lack of change in display work isn’t due 
entirely to the absence of a display budget. It is an acknowl- 
edged fact that many displaymen in the past have not been 
capable of creating an effective change in their display front 
without great expense. 


THE NEW DISPLAY 

The day of a new display is here. It is no longer neces- 
sary to spend vast sums of money for a set of effective open- 
ing displays. The age of Continental display is with us. This 
new display art will enable many displaymen to create and 
produce very effective background displays at little cost. 
It has often been necessary in the past to secure the services 
of an expensive artist to produce certain background effects 
for displays; and while such effects are still in demand—in 
fact, good art will always prove an asset to good display 
work—the geometrical principles of Continental window art 
give the displayman simple designs which can be produced 
without the assistance of expensive art. 





MADDEN JOINS McCANN- 
ERICKSON 

E. D. Madden, for several years manager of sales promo- 
tion for the Ketterlinus Litho. Mfg. Co., Philadelphia, Pa., has 
joined the staff of McCann-Erickson, Inc., advertising agency, 
New York City. He will have charge of the department of 
sales promotion and point-of-sale advertising. Mr. Madden 
will have associated with him Howard Korman and L. W. 
McCargar. These three men have worked as a unit for sev- 
eral years, developing complete sales promotion plans embrac- 
ing direct mail, window displays, counter cards, and other 
point-of-sale material. It would appear that McCann-Erick- 
son id to devote more attention to the utilization of display in 
the advertising program of its clients and perhaps marks a 
trend in this direction among the advertising agencies. 
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Advertising Campaign 
Features Recovery Act 


No ONE knows exactly what effect the National Industrial 
Recovery Act is going to have between marufacturer and re- 
tailer, but judging from the language of the law and the 
action already taken by the National Retail Grocers Asso- 
ciation, as well as codes of practice being formed in other 
retail industries, it is apparent that we are facing very 
radical changes. 

Window display is the form of advertising in which 
dealer and manufacturer relationships are most closely asso- 
ciated. Unquestionably there is going to be opportunity for 
a closer relationship between the retail store and the manu- 
facturer of those advertised products which have attained 
consumer acceptance. 

The “low price special,” often heretofore sold by retailers 
at less than cost and used as a bait to entice customers into 
the store in the hope of selling the profitable items, will be a 
thing of the past. This will be good news to most manufac- 
turers who have often had serious trouble on account of this 
practice and who have heretofore been prohibited by the law 
from maintaining resale prices. 

However, the elimination of this “low price special” from 
the retailers’ windows offers a greater opportunity to the 
manufacturer to demonstrate the pulling value of his national 
advertising by tying this advertising up with the retailers’ 
windows and proving to the retailer that more customers can 
be secured on advertised brands with a legitimate profit than 
could be pulled in by “low price specials.” 

Another feature under the law will probably be the elimi- 
nation of manufacturers’ free deals, as the Federal Trade 
Commission has condemned the giving of premiums or free 
goods to the trade, which constitute a reduction in the list 
price, as unfair competition. The Commission has also con- 
demned the subsidizing of all jobbers’ salesmen and retail- 
ers’ sales people by giving bonus, premiums, etc. 

The cessation of these practices is going to enable the 
advertiser to do a lot more in the way of cooperation with the 
retailer in legitimate advertising, and window and store dis- 
play will become of still greater importance. In order to 
call advertisers’ attention to these changes in merchandising 
conditions, Window Advertising, Inc., is running a series of 
advertisements during July and August treating of these vari- 
ous subjects. 

These advertisements will appear in Printers Ink Monthly, 
Sales Management, Advertising and Selling, Artist and Ad- 
vertiser, DISPLAY WORLD, Advertising Age, Drug Trade 
News, and Grocery Trade News. No two advertisements will 
be alike, but each will treat of the same theme from a differ- 
ent angle. 

Mr. Frederick L. Wertz, president of Window Advertising, 
Inc., has been studying the effects of the National Industrial 
Recovery Act upon dealer relationships and particularly upon 
the window display installation industry ever since the act 
was introduced in congress, and believes that advertising 
based on a discussion of these various points can be both 
interesting and instructive. 

As far as we know, this is the first advertising campaign 
for any industry based on the New Deal being brought about 
by the National Industrial Recovery law. The first adver- 
tisement of the series appears on the back cover page of this 
issue of DISPLAY WORLD and treats of the relationship 
of the National Industrial Recovery Act to the window dis- 
play installation industry. 
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nnouncement 





@ After several years of successful 
operation in the window display 
advertising field, I have established 
my own window display advertis- 
ing organization. 


@ The personnel of my new organ- 
ization is made up of long experi- 
enced men, above average in crea- 
tive ability and window advertis- 
ing technique. The several de- 
partment heads are the best in their 
field. “They have been previously 
associated with me. 


@ The foremost designer of crepe 
paper settings for advertising dis- 
plays will create the designs for all 
model displays. A window dis- 
play artist of unusual creative abil- 
ity is a permanent member of our 
staff. The displaymen in the field 
are men of long experience in this 
territory and are well known. 


@ We are fully equipped to render 
all types of display planning and 
service. We are well financed and 
stand ready to assist any advertiser 
in the preparation and installation 
of advertising window displays. 


CREATIVE DISPLAYS 


INCORPORATED 


226 W. ONTARIO STREET 
CHICAGO 


HARVE FERRILL, President & General Manager 

















—Card in blue, white, pink, 

rose, light green and dark 

green. Lettering in white, 
black outline— 


—Card in blue, Jight and 

dark green, grey, henna. 

Lettering is in white. Card 
is white— 
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Styles 
In Show Cards 


By FRANK DODSON 
Woolf Bros. 
Wichita, Kansas 





—Card in blue, green, grey. 

Green outline around, “in 

neckwear for spring.” “In- 
teresting” in white— 


—Card in blue, rose, pink, 

green, grey, and white. 

“Spring” in blue, other let- 
tering is in white— 





Suow cards, like window displays, must be different. It 
would indeed be a monotonous front that used the same style 
card week after week; it is certain that some sort of change 
is attempted with the window background or method of set-up 
arrangement of the window fixtures. People like change, and 
where a front remains the same—the store displayman using 
the same style of show card, the same style or method of dis- 
play presentation, the same background decorative treatment 
—that store front is soon going to fail to attract attention. 

I believe that a set of show cards, just like a set of show 
window backgrounds, should have a certain similarity. I do 
not think that a set of cards should be identical. Variety can 
be secured by varying the color of the ink or paint, by chang- 
ing the layout of the card, by using a different style of letter- 
ing, although, in the main, the cards in a set should be 
similar. 

The four cards illustrated with this article represent four 
different techniques, yet the two on the left and the two on 
the right could be used in the same front to secure variety 
as they are enough alike to maintain continuity in a front. 
Let us consider each individual card. 


STYLES FOR THE NEW SEASON 

The size of the cards are all approximately 12 inches wide 
by 19 inches high. A black stock is used. The suggestion of 
the spring scene is in light blue, white, pink, rose, light green, 
and dark green. The lettering is in white and is outlined or 
bordered in black. The edge of the card is beveled. 


INTERESTING COLORS IN NECKWEAR 
FOR SPRING 

While the first card suggested a spring scene, this card 
relies upon layout and an interesting treatment of circles for 
decoration. Like the first card, this card is also on black 
stock. The word “Colors” is in light blue; the word “Inter- 
esting” is in white. A light green outline or border is used 
around the group of words, “in neckwear for spring.” The 
decorative circles are produced in grey, blue, and green. 


THE NEW SPRING SUITS 

This card, like “Styles,” employs a decorative outdoor 
scene for atmosphere. It is a card that could well be used 
with the first card because cf the decorative scene. The 
lettering on this card is in white, with the lettering for “Suits” 
having a black border. Other colors employed on the card 
are light and dark blue, light and dark green, grey, and henna. 


SPRING—THE NEW ONES 

Other than the decorative initial and the border on the 
right, this card is extremely plain. The initial and border 
are decorative, and serve to give the card the interest it 
would otherwise lack. The word “Spring” is in light blue; 
other lettering is in white. The birds and the suggestion of 
flowers, the border, and other decorations, are carried out in 
light blue, rose, pink, light green, grey, and white. 
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DES MOINES ASSOCIATION OF DISPLAY MEN 
Reported by 
PHILIP W. DOYLE 


Tue Des Moines Association of Display Men is very proud 
of its growth since its organization but five months ago. 
Seven new members were received at the June meeting, held 
at the Hotel Savery. These seven new members brought the 
membership up to thirty. 

The program for the June meeting was extremely interest- 
ing. Due to extremely “hot weather,” the program was pre- 
sented at the beginning of the evening. It was opened with 
songs and dances by the Reed Kiddies. Jack Stitt of the 
Nu-Art Studios gave a very interesting and instructive talk 
on “Appropriate Layout and Design of Cards.” Mr. Stitt also 
exhibited a group of modern show cards. Another interesting 
feature was the draping of a fashion dress on a live model 
by Moie Hamberger. Mr. Hamberger, as many of DISPLAY 
WORLD readers will remember, was winner of the Live 
Model Draping Contest of the Iowa-Nebraska Display Men’s 
Convention held last fall in Des Moines. 

The Des Moines Association of Display Men is cooperat- 
ing with the Des Moines Retail Merchants Association in 
designing all city-wide sale event cards. These cards are 
placed in all downtown windows during sale events, and 
thereby give all stores show and display cards of the proper 
size. The distribution of these cards is done by the members 
of the club, each member being given a definite section of 
downtown Des Moines to cover. 

Flans are being made for a Display Men’s Picnic. The 
picnic is to be held sometime during July or August. 





BOSTON DISPLAY MEN’S CLUB 
Reported by 
SAMUEL BRANZ 


On MAY 17, the Boston Display Men’s Club held their last 
meeting for the year 1932-33. It was election night, and as 
usual the meeting was very interesting. The members were 
very enthusiastic, and they didn’t hesitate to show their en- 
thusiasm during the evening. The new officers elected were 
as follows: 

“Hy” Bluestein, president, Wilbar’s Shoe Store; John J. 
Waite, vice-president, James W. Brine Co.; Walter J. Kelly, 
treasurer, F. W. Delano Co.; Samuel Branz, secretary, Wm. 
Filene’s Sons. The following trustees were also elected: 
Edward J. Sherman, Kennedy Clothing Co.; Arthur Hanni- 
gan, A. B. Sutherland Co.; Frank J. McCann, Sears Roe- 
buck & Co. 

The new president took the chair immediately and briefly 
gave the club a few ideas he will try to carry out during the 
coming year, 1933-34. By the looks of things, the Boston 
Display Men’s Club can look forward to a very prosperous 
new term. The meeting was adjourned to the sweet strains 
of the Copley-Plaza Hotel dance orchestra, at which hotel 
the meeting was held. 


_— —— 


SERGEI SOUDEIKINE 
TO ENTER DISPLAY FIELD 

Sergei Soudeikine, the noted international artist, who has 
created the settings for eight operas at the Metropolitan, in- 
cluding Sadko and Petroushka, and who designed the striking 
scenes and costumes for Chauve Souris and for several Pav- 
lowa and Diaghileff Ballets, has been asked by certain impor- 
tant interests to employ his unique technique in evolving revo- 
lutionary innovations in murals, advertising illustration, pos- 
ter and window displays. Mr. Soudeikine’s unique art tech- 
nique is well known in art circles. He has recently arranged 
with Francis Marquis, New York City, to be his personal 
and managerial representative. 
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FAIRY FORMS 


Give Wings to 
Hosiery Sales 


Of course, the human leg can hardly be 
excelled to display the personality, qual- 
ity and beauty of hosiery. 


But there is one worthy rival—FAIRY 
FORMS. On these filesh-tinted forms, 
hosiery qualities are emphasized and 
wings given to hosiery sales. 


The complete line of FAIRY FORMS ap- 
preaches perfection as far as the ideal 
reproduction of the human leg is possible. 
They are successfully used throughout 
America wherever live merchants know 
how to make hosiery profits. 


Order from your jcbber or write direct 
for full information. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


aAlvU eL OVIITS 














































= 
a 


oa ea neem er ees 


— 
% 








a. 


SS Ene 





DISPLAY WORLD July, 1933 


Installers Organize and 





Turre assembled at Detroit, Mich., June 24 and 25, an 
enthusiastic group of window display installation men to lay 
plans for the formation of a trade association and to formu- 
late a fair practice code so as to cooperate with the govern- 
ment to make effective the intents and purposes of the Na- 
tional Industrial Recovery Act. 

It was unanimously decided to form a trade group to be 
known as the National Display Installation Association and 
to this end a call was issued for a general convention to be 
held at the Hotel Stevens, Chicago, Ill., August 28 and 29. 
The fee for joining the association will be $5.00 and no in- 
staller will be admitted to the convention sessions unless he 
has made application for membership. Applications with the 
stated fee should be sent to N. Silverblatt, care DISPLAY 
WORLD, Cincinnati. 

It is the will of the government that all industry organize 
and set up codes of fair practice, to increase wages and limit 
the work-week, so as to relieve unemployment and increase 
purchasing power. The government hopes that each industry 
will voluntarily set up regulations that will carry out these 
major purposes of the National Industrial Recovery Act. If 
any industry will not voluntarily do this, then government 
itself reserves the right to dictate a code for that group. It is 
far better for an industry to do its own regulation than to 
have this done by goverszment officiais who cannot under- 
stand fully the requirements of various industries. 

Happily the leaders in the display installation business 
have sensed their responsibility in this connection and that is 
what brought out such a representative attendance at the 
Detroit meeting. 

The greater part of the two-day deliberations was devoted 
to the draft of a fair practice code, and resulted in the adop- 
tion of a tentative code providing for increased wages, limited 
working hours, and the outlaw of unfair trade practices, the 
administration and enforcement of which to be placed in the 
hands of an administrator. Amplification of this code to- 
gether with detailed regulations will be presented for adop- 
tion by the installation industry at its Chicago convention, 
when an administrator will be appointed to undertake the 
enforcement of this important regulating machinery. It is 
assured that under the operation of a code of this kind the 
installation business will be stabilized, with many benefits to 
advertiser and installer alike. This is said to be the first 
branch of advertising that has drafted a code to control its 
operations, which is quite a distinction. 

Whether or not a display service company is a member of 
the National Display Installation Association, it will be sub- 
ject to regulations of the code as finally adopted and approved 
by the national administration. It is certainly advisable, how- 
ever, that every installation company become a member of 
the new association and thus become a partner in the indus- 
try’s effort at self-regulation. Violations are subject to fine 
and imprisonment and certainly the courts can hardly look 
with favor upon a violator who has not been sufficiently in- 
terested in the control plans of his industry to be a member 
cf his own representative association. 

It is certainly the better wisdom to join and join at once. 


bDropose Code 


For convenience a membership application blank is printed 
herewith, which you should fill out at once if you have not 
already joined the association. 


Present at the meeting were the following: R. S. Rileigh, 
Rileigh Window Display Service, Inc., Kingston, Pa.; Charles 
Russ, Arcee Vee Display Service, Inc., Pittsburgh, Pa.; Ray 
M. Pearce, Acme Window Display Service, Inc.. New York 
City; I. R. Copperman and Chas. D. Oathout, Cleveland 
Window Display Service, Cleveland, Ohio; N. Silverblatt, 
DISPLAY WORLD, Cincinnati, Ohio; Edward J. Stefan, 
Stefan, Inc., Milwaukee, Wis.; Sol Fisher, Fisher Display 
Service, Chicago, Ill.; Frederick L. Wertz Window Adver- 
tising, Inc.. New York City; R. V. Wayne, Wayne Services, 
Inc., Detroit, Mich.; E, Preston Browder, Windo-Craft Dis- 
play Service, Buffalo, N. Y.; Joseph Vanek, Jr., Michigan 
Display Service, Detroit, Mich.; George Altman, F. Altman 
& Sons, Columbus, Ohio; Joseph I. Cottrell, Cottrell Adver- 
tising Service, Ft. Wayne, Ind.; Melvin H. Myers, Myers 
Display Service, Louisville, Ky.; Walter G. Vosler, Cincin- 
nati Display Service, Cincinnati, Ohio; Samuel J. Hanick, S. 
J. Hanick Co., Philadelphia, Pa.; John Sanders and C. J. 
Sullivan, Neighborhood Stores Display Service, Chicago, II. 


In connection with the Chicago convention to be held 
beginning August 28, there will be a splendid entertainment 
program. Exceptionally low railroad rates will prevail and 
every installer should make arrangements to attend. When 
you consider that this will be your opportunity to help in this 
big task of your industry, something that will influence the 
very future of your own business, and that in addition you 
will have the opportunity of visiting the World’s Fair, A 
Century of Progress, abounding as it is in display ideas, you 
will not fail to ‘attend. 


N. Silverblatt, DISPLAY WORLD, Cincinnati, was elect- 
ed acting executive secretary and will carry out the organi- 
zation plans prior to the Chicago convention. 


TENTATIVE FAIR 
PRACTICE CODE 


In ACCORDANCE with the National Industrial Recovery 
Act, the display installation industry, through its representa- 
tive trade organization, the National Display Installation 
Association, proposes the following code: 


ARTICLE I—PURPOSE 


This code is set up for the purpose of carrying out the 
intents and purposes of the National Industrial Recovery Act, 
to promote the welfare and business interests of the display 
installation industry, to correct and prevent abuses and prac- 
tices detrimental to the industry; to abate unfair competition, 
and to take whatever action may be necessary and lawful for 
the protection of the display installation industry to the end 
that it may become a more efficient and effective method for 
the use of this advertising medium. 

It is the declared purpose of the display installation in- 
dustry and adherents to this code to bring, insofar as may be 
practicable, the rates of wages paid within the industry to 
such levels-as are necessary for the creation and maintenance 
of the highest practicable standard of living; to restore the 
income of enterprises within the industry to levels which will 
make possible the payment of such wages. 
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ARTICLE II—PARTICIPATION 

Participation in this code, and any subsequent additions or 
revisions to the code, shall be extended to any individual, co- 
partnership, firm or corporation engaged in the business of 
installing window displays for advertisers, or accepting con- 
tracts from advertisers for window display installations, who 
assumes his share of the cost and responsibility, as well as 
the benefit, of such participation by becoming a member of 
the National Display Installation Association. 


ARTICLE III—POWERS 

For the purpose of the administration and enforcement of 
this code the Board of Directors of the National Display 
Installation Association shall appoint an administrator, who 
shall not now be financially interested in any company of this 
kind. This administrator shall administer the provisions of 
this code, secure adherence thereto, hear and adjust com- 
plaints, and otherwise to carry out within the industry the 
purposes of the National Industrial Recovery Act. 


ARTICLE IV—LABOR 

There shall be established an adequate minimum rate of 
pay for all employees of the industry and there shall also be a 
maximum amount of work assignment per employee, so that 
there shall be as wide a labor spread as possible. 

a. Employers of labor in the display installation 
industry agree to comply with the maximum hours of 
labor, minimum rates of pay and other working condi- 
tions approved or prescribed by the Industrial Control 
Commissioner or the President of the United States. 


ARTICLE V—COSTS 

Provisions shall be made at once for standard methods of 
cost accounting, which shall be used by all members of the 
industry. It shall be an unfair method of competition for any 
such member to sell below reasonable cost. 


ARTICLE VI—COOPERATION 

The administrator may request from time to time from the 
members of the industry such information and data as in his 
judgment may be necessary to advise him adequately of the 
administration and enforcement of the pr s of this code, 
and keep him fully informed of th _ om eaeiitiens in 
the industry. The administrator ghall and unhin- 
dered access to the books and recofds of pmber’ aall times. 


ARTICLE VII—TRADE ae ¢ 

The administrator shall establigh a sé i @ractices 
that will be in conformity with; the i tent purpoges of 
the National Recovery Act and |i) ac ae purposes 
of this code. Among others, the- folly wifig Se itede pra¢tices 
shall be forbidden: Price raiae $ tion, commercial bribery, 
misrepresentation, rebates, false 4 ici , freight absorption, 
interference with contracts, or any secrét sos tea 


ARTICLE VIII—ENFORCEMEN NT, 

The administrator shall have full power tofformulate rules 
and regulations for the administratio and enidrcement of the 
code. For the protection of individual, members, they shall 
have the right of appeal from the decisions and orders of the 
administrator by filing complaints in writing with the Presi- 
dent of the National Display Installation Association, whose 
decision shall be final. 


ARTICLE IX—GENERAL 

1. No provision in this code shall be interpreted or applied 

in such manner as te: 
a. Promote monopolies. 
b. Permit or encourage unfair competition. 
c. Eliminate or oppress small enterprises. 
d. Discriminate against small enterprises. 

2. This code or any of its provisions may be cancelled or 
modified by the administrator whenever any rule issued there- 
under shall be ineffective or unlawful by any action or procla- 
mation of the President of the United States under section 9b 
of the National Industrial Recovery Act. 

3. Amendment to this code may be proposed by any mem- 
ber or initiated by the administrator and shall then be placed 
before the Board of Directors of the National Display Instal- 
lation Association and the amendment shall become a valid 
part of this code when approved by the federal administra- 
tion. 

4. Violation by any member of any of the provisions of 
this code, or of any approved rule issued thereunder, is an 
unfair method of competition. 


ARTICLE X—CONVICTION 

Violations of this code by any member shall be reported 
promptly to the administrator and if found true, by him to 
the Board of Directors of the National Display Installation 


(Continued on page 30) 
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AND NOW! 
HALF TUBES 


For backgrounds and general display purposes. 
Meeting the requirements of the hundreds of in- 
quiries we have had from the display managers. 


These Paper Tubes come in the 
following standard lengths only: 


Diameters 
5 hae y iad 4” 6” 8” 10” 1" 14” 1614” YY A 
Length 
3 Ft. 2 30 41 50 -65 75 1.00 1.15 1.30 2.88 
6 Ft. .40 .60 .82 1.00 1.30 1.50 2.00 2.30 2.60 5.75 
9 Ft. 60 .90 1.23 1.50 1.95 2.25 3.00 3.45 3.90 8.63 
12 Ft. .80 1.20 1.64 2.00 2.60 3.00 4.00 4.60 5.20 11.50 


For Half Tubes the order must be for two or more and there 
is a service charge for cutting each tube, as follows: 


1”, 2”, 4”, 6” diameters, 50 cents each, any length. 8”, 10” 
127 diameters, 75 cents, any length. 14” and 1614” diameters, 
$1.00, any length. 22” diameter, $1.25, any length. 


DISCS 
Diameter Price Diameter Price 
A ee rates cl AG GGGMS> SO a. 3 eee 12c each 
RARER EES rite i... a, Waar 15c each 
874” Bi Be ee eer en Be 76 Glee AG. 5. soe 20d: 18c each 
yo aed eet a i QE OGGRG! Ble a ok sh sew 50c each 


ALL PRICES F. O. B. CLEVELAND 


MUTUAL SALES COMPANY 
310 LAKESIDE AVE., N. W. CLEVELAND, OHIO 


















Before ordering 


Wood and Metal Fixtures 


DISPLAY BACKGROUNDS 
MOTION DISPLAYS— 


See the “All Display’’ line, because we 
are the direct manufacturers. Our prices 
are surprisingly low. 


Write for our catalogue and price list 


ALL DISPLAY MFG. COMPANY 


1830 Sheffield Avenue Chicago, IIl. 


MAKE A START 


FOR 1933 


After the adjustments of the past year or two, there is a very 
definite interest among individuals and businesses to make a 
new start and to build for a future. 

Now is the time for you to fight a battie for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 


We Solve Your Problem With Our New 
Home Study Courses. 

Because you can pay in small installments worked out to meet 
your financial condition. Write us fully about your ambitions 
and present conditions and we will try to help you be prepared 
for better times when they arrive. 

THE KOESTER SCHOOL 

Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 
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~“POINT-OF-SALE” 
GALLERY 




















—This display was designed for counter use in 
sporting goods stores and department stores hav- 
ing sporting goods departments. The background 
is 11” high and 23” wide and is in seven colors 
on presdwood by screen process reproduction. 
The base is of basswood finished in eggshell 
black and the design and copy is printed in silver 
and green. Actual tennis gut is stretched across —Unusual ingenuity was used in designing this display se 
the circle. Produced for the Johnson Suture The INSTANT HEAT display piece for Humphrey Radia 
Co. by W. P. York, Inc., Aurora, Ill.— Fire Heater is placed behind an actual model, giving at on, “- 

the impression of warmth and efficiency. It is 59” high ang 

30” wide. The two side cards are in proportion and doubl 
faced. One is in the form of a slate so that the merchant maj 
indicate a special price for the unit displayed. The entir 
set is in full color by screen process reproduction and th 
product of Kalasign Company of America, Kalamazoo, Mich. 











—This display set of three pieces was used effectively in Buf- 
falo, N. Y., to help put over the Joint Charities and Com- 
munity Fund this Spring. Five hundred windows were used 
and is probably the first time that a definite window program 
was an integral part of a campaign of this kind. The dis- 
plays were screen processed and installed by Windo-Craft 
Display Service, Inc., Bucalo, N. Y., under the direction of 
Clement Kieffer, Jr., display manager, Kleinhaus Co., director 
of displays for this campaign— 











—A very handsome aluminum display stand made 
for the Holeproof Hosiery Co. Unit 18” high 
and 14” wide, countersunk in an ebony finished 
base of wood, attached with a chromium ball or- 
nament. It permits the display of one or more 
pairs of hosiery. A clip arrangement on the back 
of the etched aluminum sign enables the retailer 
to place a hand lettered show card or price ticket, 
adding more merchandising punch. Produced b7 
the General Display Case Co., Inc.. New York— 


C RAF Tx ATITSE my. Ma 


SS - Ramm  ~  R . 
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—“Keep Going With Pep” is surely a display 
piece of action for this well-known breakfast 
food. It is constructed in two planes, the rac- 
ing dog being several inches in front of the 
back panel, The mounting is done in such 
a way to permit folding down to a normal 
sized shipping container and is unfolded for 
use in a jiffy. It is lithographed in full color 
by the Ketterlinus Litho. Mfg. Co., Phila- 
delphia, Pa.— 








—A new method of getting your product right 
under the eyes of America is this combination 
coin tray and package display, devised and 
patented by Clark Brothers Chewing Gum Co. 
It’s molded of General Plastics’ Durez, a 
shiny black phenol composition, only one- 
quarter as heavy as glass, non-fragile and 
scratch-proof, and holds a dozen gum pack- 
ages. The theory is that retailers include a 
nickel in the change when they drop it in the 
tray, and most people take the gum instead— 
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GRIFIAN sow ROLLSH 


—A departure from the general run of win- 
dow displays has been made in the new Griffin 
shoe polish display, in that the focusing of 
attention on a centerpiece is discarded. In- 
stead two large display pieces are used. One 
shows the effectiveness of white shoes in com- 
pleting the summer outfits of a well-dressed 
couple as they “step out with clean, white 
shoes.” The other presents the various kinds 
of shoes which can be brightened by the pol- 
ish, and also gives the selling arguments. Cre- 
ated and manufactured by the Einson-Freeman 
Co., Inc., Long Island City, N. Y.— 


- 


—The center piece features an over-size 
painter holding a pail of Eagle white lead, be- 
hind a typical home. Two side cards show 
interior and exterior scenes and each has six 
actual color chips attached, demonstrating 
that Eagle white lead is easily tinted to 
any desired shade. The end pieces again play 
up the happy painter and are constructed to 
permit the display of actual merchandise. 
Created by Zipprodt, Inc., Chicago, Ill.— 











Hissins’ Has 
Reen Re=Dackaged 


By CLARE McCOY 
Henry Dreyfuss 
New York City 


In THE re-packaging of Higgins’ Vegetable Glue, seven 
factors, each of equal importance, had to be considered. 
These factors and their solution make an interesting story; 
and as the product itself is used by most every display and 
art studio, we believe DISPLAY WORLD readers will find 
the problem and its solution particularly interesting. It 
follows: 

PROBLEM 

1. The square can in Mr. Dreyfuss’ mind afforded certain 
practical objections for the use of vegetable glue. Vegetable 
glue is usually used in drafting rooms and the usual method 
of using it is to place the hand inside the can, spreading the 
glue with the fingers. The shape of the old can made it 
difficult to get at the glue after the can was half empty, and 
also the edges of the opening were so sharp that in an effort 
to get glue out of the corners people often cut their hands. 

2. It was absolutely impractical to consider spending more 
money on the can than had previously been spent. 

3. The old vegetable glue can has been used for many 
years and the name Higgins’ Vegetable Glue has come to be 
somewhat of a trade mark, 

4. Higgins wished to maintain a lion in one form or 
another as a trade mark, and felt that the mottos “Strength 
and Quick” and “Sure to Catch” were important to this par- 
ticular line. 

5. It was agreed that it was essential to cut down the 





amount of copy on the can as the effect on the old can was 
certainly confusing. On the other hand, there was careful 
study required so as to be sure not to eliminate any copy 
which might be important to the user. 

6. It was considered important that the can be designed 
so as to stand out on the shelf and to be easily recognizable. 

7. Part of the problem was also to create a design which 
could be adapted in one form or another to the rest of the 
line, and have an immediate tie-up from the appearance 
angle. 

SOLUTION 

1. A round can with a wide opening was adopted. This 
immediately meant that it would be easy to get at the glue 
even the very last bit in the can without any effort, or danger 
of cutting the hand. 

2. An inexpensive stock can was selected. It was decided 
to carry out the design in a two-color process. It was found 
possible to introduce a third color without any additional 
expense, that is by allowing the natural silver of the can to 
show through at points, adding silver therefore to the color 
scheme. 

3. The name Higgins’ Vegetable Glue was retained but 
was printed in every simple direct letters so as to be easily 
legible. 

4. The lion on the old can seemed very hard to recognize. 
(Continued on page 32) 


—The way in which Henry Drey- 
fuss solved Higgins’ “Vegetable 
Glue” repackaging problem, is 
presented in this article. The 
illustration shows the old package 
contrasted with the new— 
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The Dangers of 
DRICE SELLI® 


By HARVE FERRILL 
President, Creative Displays, Inc. 
Chicago, IIl. 


Tue pioneers of the installation field will recall the days 
when the average price for installation was as high as five 
dollars per display. Since then, they have tobogganed to the 
extent that the opportunity for profit is remote. -As each new 
service was established, the owner took the easiest way and 
cut the prevailing prices. 

There is a definite limit to the practice of competing for 
business on “price and hang the quality.” Some installation 
men talk nothing but low price when they are doing their sell- 
ing. Others tell of their organization and spend most of their 
time selling low price. What will they do when the bottom 
is reached and they can go no lower? They will have no sales 
argument. 

When it is stressed that the service does its work in a 
satisfactory manner, it is likely that the advertiser gets the 
idea most services do not handle their business right—he may 
feel the same way about your service as well. It is better 
to let the efficiency of the organization be taken for granted 
insofar as possible. To sell the idea of continued use of win- 
dow advertising it is necessary to tell and prove its value and 
its value in comparison with other forms of advertising. 

From the recent trend of retail merchandising one can 
readily see that people are now thinking in terms of quality 
rather than price. Why not a similar trend in window in- 
stallation? Rather than tell the prospect the price at the 
start, tell him the quality of your type of window advertising 


Lf ; 
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and then set the price. It is not likely that a talk on the 
quality of window display will help to up service charges 
immediately, but it is certain that passing time will see im- 
proved price conditions and improved window advertising 
wherever the argument of quality is preached. 

Another reason that advertisers do not now pay a more 
equitable service rate is the fact that nearly all installations 
are planned with the idea of showing the dexterity of the in- 
staller in his use of crepe paper. Crepe paper backgrounds 
are essential to all advertising displays, for it is the only 
colorful and economical material for the average display. 
However, its tses are not confined to drapes, tubes, and 
fringe. In almost every instance, when planning the setting 
for a new display set, it is possible to develop a background 
which has some relation to the theme of the display. The 
various decorated crepe patterns help you to design most any 
seasonable or symbolic setting which ties in with the display 
cards and adds to their effectiveness. A setting of this kind 
indicates to your advertisers that you have given thoughtful 
consideration to the proper use of their display cards. They 
will show their gratitude by their continued patronage in the 
face of price competition. 

In the accompanying photograph, you will note how ef- 
fectively the suggestion of flowers helps the display material 
featuring Boyer cosmetics. Pop-Eye shows another unusual 
use of crepe paper. Both of these displays were planned by 
Herbert Klein, our designer. He is the only displayman who 
has won first prize at a convention of the International Asso- 
(Continued on page 32) 


—The well-planned display 
creation, which demon--~ installation for the national 
strates the unthought of advertiser always gets at- 
possibilities of this inexpen- tention. A display like this 
sive decorative material— is worth a better price— 


—Pop-Eye, a crepe paper 
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INSTALLERS ORGANIZE 


(Continued from page 25) 


Association, who shall have the power to dismiss the accused 
from membership in the association and from further par- 
ticipation in the benefits of this code. Such action can be 
taken, however, only after a formal hearing of the charges, at 
which the accused member may be present. The accused 
member shall have the privilege of using legal counsel in his 
defense to adequa‘ely present the circumstances, conditions 
and facts involved to prove his innocence of the charges 
against him. The administrator shall act as prosecutor for 
the National Display Installation Association and shall also 
have the privilege of engaging legal counsel. 

The decision of the Board of Directors of the National 
Display Installation Association shall be final. If found 
guilty, the administrator shall notify every member of the 
association and participant in the code that the guilty mem- 
ber has been dropped from membership and forfeit all prop- 
erty rights in the association. The administrator shall also 
so notify the known users of window display installations, so 
that they may be properly informed that any contracts placed 
with the guilty person, partnership or corporation is in vio- 
lation of the intents and purposes of the National Industrial 
Recovery Act and a furtherance of unfair competition in this 
industry. The violation shall also be reported to the adminis- 
trator for prosecution under the law, and may be subject to 
a fine of $500 or imprisonment of six months or both. 








APPLICATION FOR MEMBERSHIP 
IN THE NATIONAL DISPLAY 
INSTALLATION ASSOCIATION 


Date...... id pra eck ess Sons GPx Gol « 
MR. NATHAN SILVERBLATT, 
c/o DISPLAY WORLD, 
Cincinnati, Ohio. 
Dear Mr. Silverblatt: 

We hereby make application for membership in the 
NATIONAL DISPLAY INSTALLATION ASSOCIATION, 
with the understanding that such Association shall be organ- 
ized at a convention to be held in the City of Chicago, on 
August 28, 1933, or any adjournment thereof; the general 
purposes of such organization to be: 

“To encourage national industrial recovery, to foster 
fair competition and to promote the welfare and busi- 
ness interests of the installation industry, and in co- 
operation with Governmental agencies of the United 
States of America set up for this purpose, to correct 
and prevent abuses and practices detrimental to the 
industry; in short, to take whatever action may be 
necessary and lawful for the protection of the installa- 
tion industry to the end that it may become a more effi- 
cient and effective method for the use of this advertis- 
ing medium.” 

We are engaged in the installation business at the follow- 
ing address: 

| hs SRA RCI Se SNe Seg Nk tlie IP EE a oo 
and are eligible to membership under the definition given, 
namely: 

“Any individual, co-partnership, firm or corporation 
engaged in the business of installing or accepting con- 
tracts from advertisers for the installation of window 
displays in retail stores shall be eligible to membership 
in this Association.” 

We enclose herewith the required $5.00 membership fee, to 
be held by you and turned over to the proper officers when 
elected. 

ESS SSRI rt Te Sap aR ROS ue ING Pe, gee BRR eS 


This fair practice code when adopted and approved by the 
federal administration shall apply to every individual, co- 
partnership, firm or corporation engaged in the window dis- 
play installation business in the United States, whether or 
not they may be members of the N. D. I. A., or any other 
association. 


SEATTLE DISPLAY CLUB 
Reported by 
FLOYD TUCKER, SECY. 

Our regular Thursday noon meeting was held in Helen 
Swopes Tea Room, and was well attended as usual. Charley 
Boyd, one of the founders of the P. C. A. D. M. and president 
of the club in 1915 (year of organization), made a grand 
come-back, and was chosen to fill the president’s chair again 
this year. Other officers elected were: Gordon Clare, vice- 
president; S. P. Thompson, treasurer, and Floyd Tucker, 
secretary. E 

Plans are under way for our annual picnic to be held at 
Lake Wilderness. Walter Stewart, chairman for this event, 
is planning great things and hopes to have 75 or 100 fellows 
out for this gala occasion. Bart Gagnon, another one of 
those hard-working boys, is taking charge of our golf tourna- 
ment to be held in conjunction with the picnic. 

President Boyd is assured 100 per cent cooperation from 
the boys and many fine things are expected to take place 
under his regime. 
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Now Offers An Up-To-The-Minute Course in 


RETAIL ADVERTISING 


in Charge of 


DUDLEY L. SMITH 


Former Advertising Manager of Mandel Brothers, Chi- 

cago; Hanan and Son’s Chicago and mid-western stores; 

Sears Roebuck and Co.’s retail stores. 
Every phase of retail advertising is taught with the same thor- 
oughness that we have maintained in our other courses. 

BE A COMBINATION MAN! LEARN 
WINDOW DISPLAY, ADVERTISING, SHOW CARD WRITING 
Under men who are experts in their line. 
For further information write 


CHICAGO DISPLAY SYSTEM, 39 W. Adams, CHICAGO 
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SieSei Only Manufacturers of 
- ALL ARTICULATED 

SIEGEL MANNEQUINS, INC. MANNEQUIN 


Patent Applied For 
STANDS—SITS—LEANS 





102 W. 37TH STREET, NEW YORK 


























PENN. 6 9494 
See Modern merchandisers are discovering the 
DISPLAYS importance of the dramatic in showing furni- 


ture and apparel, specialties and accessories. 
Distinctively | Investigate the endless possibilities of 


Different STROBLITE—the new medium for light and 
STROBLITE | color combination. See it at the Chicago Fair 
Color and in the exhibits of E. R. Squibb Co., General 
Lighting Electric So., Westinghouse Electric Co., and 
Effects the Electric Light and Power Industry. Call 














or write for ideas. Alexander Strobl, 35 W. 
52nd St.. New York. N. Y. 
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OPPORTUNITY EXCHANGE 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Leos Angeles, Calif. 








POSITION WANTED 


Combination Man—High class cardwriter, 
window and advertising man wants place 
at once. College graduate; age 35; 10 
years practical experience in both north 
and south. Can produce results. Best 
references. Will go anywhere at once. 
J. Macrel, Gen. Del., Shreveport, La. 


FREE EMPLOYMENT SERVICE 


POSITION WANTED ads in the Opportunity Exchange are inserted 
FREE for unemployed displaymen and cardwriters. 
In order to secure the benefit of this FREE ad service you must be 


unemployed at the time your ad is sent in. 


Please write copy very plain, 


stating that you are unemployed, the name of the last employer and the amount 


of salary last obtained. 


FORMS FOR AUGUST ISSUE CLOSE AUGUST 10 








POSITION WANTED 
Displayman—Eight years experience; low 
salary; fine references. Will go anywhere, 
large or small store. Can design and 
build modern backgrounds. Clean selling 
windows, cards and some advertising. 
Married; age 27. Address Cyrenus Parker, 

Care DISPLAY WORLD 








POSITION WANTED—Combination win- 
dow trimmer and cardwriter. Can do 
backgrounds for modern displays. Depart- 
ment store experience. Nine years with 
last employer. Salary adjusted to present 
conditions. Best references. PAUL 

— 15973 Euclid Ave., East Cleveland, 


A REAL SALES-MAKER 


An exclusive specialty, combining display light and decora- 


tion in new and outstanding manner, invaluable to all stores and 


merchants. Enthusiastically 


received, 


numberless prospects. 


Exclusive franchises being awarded on liberal basis with sales 


promotion support. 
for details. 
number of men. 


Interested parties cordially invited to write 
Kindly advise as to contacts and if a selling staff, 


Box “D. L.,’’ Care DISPLAY WORLD 











POSITION WANTED 


Displayman and cardwriter desires posi- 
tion with exclusive specialty shop or high- 
class department store. Will go anywhere. 
All offers considered. Best reference. 


Address “P. P.” 
Care DISPLAY WORLD 


POSITION WANTED 
Combination window trimmer and card 
writer, with 8 years’ experience in men’s 
wear, specialty shop and department store. 
Age 27; married; finest references. Will 
go anywhere east of the Mississippi for 
$25 per week. Address 

JOHN VESTER 
Care DISPLAY WORLD 


POSITION WANTED 
Window trimmer; 10 years’ experience; 
specializing in auto accessories, hardware, 
house furnishings. Part time or steady 
work. Original ideas. Can promote sales. 
Good advertiser and salesman. Will lo- 
cate any part of country. Address 

M. J. POMERANCE 
356 Rahway Ave. Elizabeth, N. J. 














Display and Advertising Manager now 
open for position desires connection with 
exclusive specialty store or high- class de- 
partment store. Over 10 years’ exp. Fine 
references; proven ability. Age 29, mar- 
ried, willing to go anywhere and work for 
moderate salary. Make me an _ offer. 
“H. P. S.,” care DISPLAY WORLD 





POSITION WANTED 


Department store displayman, card writer, 
and advertising man with 18 years’ expe- 
rience; 9 years last position; desires per- 
manent position, preferably in Northwest. 
Age 39; married; references. Address 


. B. KELLY 
Care DISPLAY WORLD 


POSITION WANTED 
Show card writer; 10 years’ experience 
writing effective display cards with real 
“sales appeal.” Age 36; unmarried. Ref- 
erence: Chas. McAleer, McAleer Displays, 
187 N. LaSalle St., Chicago. Will locate 
anywhere; prefer Middle West. Address 
ROBERT J. CALLAHAN 
48 Costello St. Dayton, Ohio 




















POSITION WANTED—Displayman and 
cardwriter. Ten years’ exp. with chain 
stores. Five years with Sears Roebuck & 
Co. as display manager. Up-to-date dis- 
plays, cards and signs. Will locate any- 
where. Married, age 45, best of references. 


Address “O. W. E.” 
Care DISPLAY WORLD 


POSITION WANTED 
By display builder and all-around silk 
screen process man; 8 years’ experience. 
Capable of installing and _ supervising 
plant. Salary reasonable. Address 
ROY DREISPUL 
Care DISPLAY WORLD 


POSITION WANTED 
Displayman, cardwriter and advertising 
man. Steady and capable worker. Refer- 
ences furnished. Prefer metropolitan dis- 
trict. Age 26; married. Address 


RICHARD GIANNINI 
48 Brookwood St. East Orange, N. J. 














POSITION WANTED—Display manager 
and cardwriter with 12 years’ experience 
in first-class women’s and men’s specialty, 
also dept. stores. Efficient, conscientious, 
tactful, with executive ability. Have had 
1 year women’s wear advertising. Salary 
secondary consideration. Address “J. F.,” 
care DISPLAY WORLD. 














POSITION WANTED 
High-class displayman with national repu- 
tation as an exponent of Continental dis- 
plays desires permanent connection. Age 
29; married; willing to go to any State. 
Can furnish A-1 references. 

Address “R. W. P.” 

Care DISPLAY WORLD 








POSITION WANTED 


Nationally known displayman and card- 
writer desires position in south or east. 
At present with large southern store. 15 
years’ experience. Best references. 


Addrss “W” 
Care DISPLAY WORLD 











USE THE OPPORTUNITY EXCHANGE 
As Your Want Ad Medium. Costs Only $1.50 Per Inch. 
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ADVERTISING AND DISPLAY 
“FOLLOW THROUGH” 


(Continued from page 5) 
displays are always attractive, clean, commanding, and are 
quickly arranged and instantly changeable. 

Here is an actual demonstration of exactly how this plan 
con be executed. Your ad man advertises a special shirt in 
the newspaper by means of a newspaper mat. He also tells 
important facts about the shirt, such as fashion points, util- 
ity, value, and economy. Your displayman also puts in a 
trim of this same shirt, and by means of felt letters, features 
the same facts as those told in the newspaper ad. He has 
an added advantage, however, because he actuaily shows the 
shirt. If a prospect has read your ad of this shirt in the 
newspaper, and then sees the “Follow Through” tie-up in a 











—This interesting book, “Modernizing Your Store 
Displays With Felt Letters,’ will be sent abso- 
lutely free to anyone who is interested. Its pages 
show enumerable arrangements of window and 
interior displays, and it contains hundreds of help- 
ful suggestions and store phrases, which will make 
your windows doubly effective. Write to Mr. 
Sullivan for your copy— 


window, it would be the most convincing sales argument that 
any merchant could create. Your displayman should also 
place an interior trim so that the customer, once inside the 
store, will not forget the special shirt value. 

The experience Carson, Pirie, Scott & Company has gained 
by pioneering in this newest and most attention compelling 
medium of attracting the eye of the passer-by, and the many 
favorable comments returned by these merchants who have 
properly used felt letters in window displays, has convinced 
them that if merchants and displaymen will get behind this 
“Follow Through” plan, they will not only save on your ad- 
vertising budget but will be rendering a real helpful service 
to your customers by making it easier for them to shop your 
windows and select your merchandise. 

This firm has also established a service department for 
displaymen where it is possible to secure new, modern and 
up-to-the-minute display ideas and smart merchandising 
knowledge. It is yours for the asking, there is no obligation. 
We invite your correspondence on the subject of Posterized 
Displays and Interior Trims. 


HIGGINS’ REPACKAGED 


(Continued from page 28) 

In an effort to design a new lion which would be interesting, 
dignified and easy to recognize, a variation of an old Her- 
aldic design was adopted. The mottos “Strength and Quick” 
and “Sure to Catch” were incorporated in the general com- 
position of the new trade mark in such a way that they 
could later on if it seemed desirable, be eliminated without 
the trade mark losing form. 





July, 1932 


5. Afler careful study the amount of copy on the can was 
cut down to a minimum and all but the trade mark and name 
of the product was concentrated in two small panels at the 
back of the can. It was set in simple type so as to be easily 
legible. The simplicity of lettering throughout is considered 
essential so as to eliminate the confusion of the old can and 
make for increased legibility. 

6. After studying the products which are usually placed 
on the same dealers shelf with the vegetable glue can, it 
was decided that a simple design of brilliant green and white 
and silver would stand out well. This color scheme had the 
additional advantage of being crisp and clean looking, and 
inasmuch as there is some sales resistance to vegetable glue 
on account of the fact that it is somewhat “messy” this was 
considered an important asset. The old mustard color and 
confused design had certainly not helped to over-come this 
resistance. 

7. The lettering and the design of the can itself are such 
as to be adaptable for other products. It was thought that 
the light top separated from the darker bottom by a wavy line 
might well serve as a distinctive feature to be carried right 
through the line. This combined with the name Higgins 
always printed in the same lettering and the lion trade mark 
would certainly serve as a distinctive tie-up for various 
products in one line. 





THE DANGERS OF PRICE SELLING 


(Continued from page 29) 

ciation of Displaymen with a crepe paper display. The in- 
genious application of ordinary tubes in making the figure 
of Pop-Eye indicates the reason for Mr. Klein’s distinction. 
The face and arms of the figure were made of cardboard, 
properly colored, and the result was a very life-like Pop-Eye. 
Any good installation man should be able to develop ideas 
for the use of crepe paper to get unusual results. It means 
some experimentation, but the results are both self-satisfying 
and profitable when brought to the attention of customers. 
And finally, it will make new and bigger users of window 
display advertising. 














Index to Advertisements 
JULY, 1933 
PUA EDN NGO aes Ai Se ae as BE SE one 25 
MICRO PMO oh iidcce sate CES Inside Front Cover 
Chicago Display System .... 2 ccs cece ee 30 
STORtIVG. DINOS. INC... oo ose sein ie sep 19, 21 
Display Service Directory.......... Inside Back Cover 
cae) eee le Agia ee Sana ore arene ar een attrip 25 
PTR PEPPUROE CO. nis 6 Saks Dane soe Ful os 30 
Lyons te Oo. Dt Ts Do. ess Inside Back Cover 
Messmore & Damon............... Inside Front Cover 
Pe ant 9 eer Inside. Front Cover 
WN UI Oe ks Fa ee ee 25 
POW TOT Tene yee Inside Front Cover 
Cpmetnay Te: ks oe on LS 31 
ey SA ay Ne es a ae a 23 
inwel Mawes, INC... . fe ie aes 30 
Baron nee a ced Cee eh cede ee 30 
Window Advertising, Sis era ea Back Cover 
Window Display Manual........................... 2 











B 





sericea 








ff 














A Guide for Nationai Advertisers 


ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center, Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. C.—Window Display & Interior Decorating Co., 
307 Builders Bldg. Territory: Two Carolinas and Tidewater, Va. 
‘Outstanding Service, Home of the Little Things That Count.” 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 
vince ‘you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 








‘DISPLAY SERVICE 
COMPANY 


110 West 40th Street New York, N. Y. 





A superior installation service for national advertisers 
who want effective rather than “cheap” window displays 
—in retail stores in Metropolitan New York, Northern 
| New Jersey and Connecticut. 


| BRANCH OFFICES 
| 1039 Springfield Ave. 365 West Market St. 
Irvington, N. J. Newark, N. J. | 


























NEW ORLEANS, LA—I. L. Lyons & Co.. Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. D. 





SEATTLE AND WESTERN WASHINGTON—Wind-O- Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 


isfactory service for Western Virginia. Write for map. 





TUCSON, ARIZ.—Codd Advertising Service, 16 North Scott St. 
Covering Southern Arizona. Include Tucson in your next campaign. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 
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Window Display Installation 


Under the 


Industrial Recovery Law 


The application of the 
Industrial Recovery Act to the Window 
Display Installation industry will make 
a great difference to the advertiser who 
seeks to use professionally installed 
window displays as an advertising 
medium. 


It will foree uniform*methods of ac- 
counting and operation. 


It will limit the number of displays a 
piece-worker will be allowed to install 
in a day—thereby eliminating hurry 
and rush and long hours, and giving 


‘time for a better job on each display. 


It will make compulsory a minimum 
wage to the trimmer that will pay for 
the upkeep of his car, buy sufficient 
food and clothing for his family, and 
send his children to school. 


It will compel the “‘chiseler,"’ who now 
buys installation at less than cost, to 
pay a fair price for honest work and 
not to be a drag on the “‘fair’’ buyer 
who does not want to buy below cost 
plus a living profit. 


It will stop the heavy expense for en- 
tertainment of salesmen of certain firms 
—salesmen who expect and receive 
dinners and_ entertainment, ‘liquors 
(often in unopened bottles), and even 
the free use of an automobile. Of 
course, no local installer has to give 
these things to them, but it is just too 
bad if they don't, as they are likely to 
wake up some day soon and find the 
work given to a competitor. 


It will stop the paying of commissions 
to salesmen or others, or the giving of 
secret rebates, allowances, etc. It would 
be interesting to know how many 
manufacturers’ salesmen have been re- 
ceiving or asking a commission for the 
placing of their firm's window display 
work. 


It will compel everyone accepting con- 
tracts for installation to charge a fair 
price that will enable him to pay his 
just debts. At the present time at un- 
fairly low prices, there is nothing left 
to pay rent; ‘telephone, crepe paper 
bills, etc. Not one in twenty installa- 
tion services are able to discount their 
bills at any time. Whose fault is it? 
Is the advertiser's representative, or the 
installer, to blame? Sometimes one, 
sometimes the other, but most of the 
time BOTH. How can an advertiser 
expect good service from a contractor 
who can’t or doesn’t, pay his bills, and 
often not even his labor? How can 
one expect a dependable class of labor 
to be employed under these circum- 
stances? 


Let us work together and remember 
that buyers are human, sellers are not 
all thieves; that every man and woman 
is entitled to a living wage and a fair 
profit, and can only give their best 
service when properly clothed, ade- 
quately fed, comfortably housed, and 
in their right mind instead of worried 
crazy. 


*The statements in this article are matters of opinion only and will not become law until the code of the 
National Display Installation Association has been approved by the government at Washington. 


WINDOW ADVERTISING, INC., 300 Fourth Avenue, New York City 


With associate offices in 140 cities, installing displays in more than 4,000 cities and towns. At 
your service in one city or four thousand; one country, one state, or wherever you want displays, 
and whenever you want them. Write for further information. 
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